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@® Pump manufacturers, alone, invested 
more than $35,000 in Chem & Met last 
year. These smart, established business men 
don't gamble with that kind of money —so 
there must have been a sound business 





reason... 
LETS EXAMINE THE FACTS! 


To begin with, many of the elements of successful 
advertising were already established before these 
pump manufacturers arranged for space in Chem 
& Met. 

For instance, they knew, from U S. Census figures, 
that a market for their products existed in the 
Chemical Process Industries—a market measured 
by 8,000 BIG plants, facing the toughest fluids hand- 
ling problems in industry. 


The Buyers Gre Chemical Enginees 


They knew, from innumerable surveys conducted by 


independent agencies and publishers, as wel! 
themselves, that the chemical engineers in the: 
process industries plants initiate and influe: 
purchase of equipment, materials and supp! 
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Business from Washinglen? 


Selling the government is a business in itself and will 


pay manufacturers who approach it intelligently 


@ FEDERAL government purchases 
ire steadily increasing in volume and 
are embracing such an ever widening 
range of products that every alert 
sales organization not already sharing 
in this harvest should at this time be- 
gin a study of the situation. 

From the most thoroughly unbiased 
sources, the agencies in Washington 
which have been selling to the govern- 
ment for many years and through 
many years and through many admin- 
istrations, the assertion is made that 
never before was the door wider open 
to all producers to enter this field. 

Government buying is strictly on 
the merits of the products and prices, 
nd a deliberate search for valid griev- 
neces from unsuccessful bidders failed 
to reveal any traces of unfairness, 
favoritism or political influence. 

Selling to the government, how- 

ver, does require thoughtful study 

government needs, and in some 
nes is effective only when linked with 

engineering ability, especially in those 
lines where rapid progress is being 
iade. Thus selling often means con- 

icts with officials who are planning 

ead. Resident agents in Washington 

factory representatives kept there 


By RILEY ELGEN 
Washington Correspondent 


a large part of the year can and do 
help in the framing of specifications, 
upon which the final invitation to bid- 
ders is extended. Any firm, merely for 
the asking, can be listed to receive 
these invitations. Such a request is 
effective for one year even if the firm 
does not bid during that period, but 
is renewable at the end of the year. 
At this time the buying is being 
concentrated in the Procurement Di- 
vision of the Treasury, which acts as 
a wholesaler in items that are used by 
a great many departments and bu- 
reaus. The Army, the Navy and a 
few units with distinctive needs con- 
tinue to buy directly. Few persons 
not in close touch with the fighting 
forces realize what a wide diversity ot 
items are bought. Expansion now go- 
ing on is greatly increasing the volume 
of these purchases, and firms which in 
the past have never considered this 
field may find it promising now. 
What may at first approach seem 
like just bothersome red-tape should 
not discourage the firm entering this 
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field. A closer study of the precau- 
tions will reveal that many of them 
are drawn chiefly to give greater as- 
surance of fairness, to close some loop- 
hole that in the past may have bene- 
fitted one or two firms unduly. 
“Our aim is to make our selling 
invitation as attractive as possible,” 
said one of the procurement officials. 
“All requirements are in the interest 
of fairness to the government and to 
the seller. We realize that we are 
spending the people’s own money, and 
thus all transactions are open to scru- 
tiny at all times to all persons. Thus 
anybody who wants to sell the gov- 
ernment can study the transactions 
by which others are selling now.” 
Government officials refuse, as a 
matter of tact, to compare their buy- 
ing methods with those of other large 
buyers, but by inference, they seem 
to say that these methods will stand 
comparison. Here is a fact: that at 
any time, on any item, large or small, 
with a minimum of effort any per- 
son can find just what price the gov- 
ernment paid, while even the most 
astute selling organizations often are 
unable to learn what final inducements 
a rival producer offered successfully to 
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A Resolution passed unanimously by the National 
Industrial Advertisers 
mecting of members held on September 22, 1939, 
in New York City. 


Association at its annual 


BE IT RESOLVED that we owe special thanks to 


the publishers of InDUsTRIAL MARKETING for con- 


tinued loyalty in promoting the welfare of the Na- 


tional Industrial Advertisers Association. The list 


of all N.I.A.A. members printed in the July, 1939, 


issue of INDUSTRIAL MARKETING is but one of many 


worthwhile things done for us by Mr. G. D. Crain, 


Jr., and Mr. Ralph O. McGraw. 


some industrial customer. Every loser 
of a government contract can, with- 
out prejudice to his further ap- 
proaches, learn just why he was 
counted out, and if he discovers any 
unfairness or irregularity he can turn, 
like any other agrieved citizen, to his 
senator or congressman. Contracts 
means jobs in the home district and 
on that basis senators and coneress- 
men are ready to go to the bat. 

Of course, the government has 
specifications and contracts drawn 
with great care to protect the govern- 
ment itself. The Bureau of Standards 
makes tests on samples, and the vari- 
ous bureaus also have their own test- 
ing methods possibly more rigid than 
those prevailing in any other buying 
organization. 

As to new products, government 
agencies which use them are on the 
alert to study all improvements, and 
thus are watching business paper ad 
vertisements and also are watching 
the tools, implements and products be 
ing used by private industries. 

Specifications are being revised from 
time to time to cover these improve- 
ments and refinements after labora- 
tory tests of their efficiency. If, for 
instance, a manufacture should adver- 
tise a new type of pipe wrench having 
some feature better than wrenches 
now in use the government depart- 
ments using these tools would require 
that future purchases should have 


these refinements and improvements. 
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In some cases the _ specifications 
might mention the advertised product, 
but at the same time would declare 
that the call was NOT limited to that 
one brand but open to all such prod- 
ucts that could give the same per- 
formance. 

Under the centralized system being 
rapidly extended many items that 
seem insignificant reach an enormous 
volume when bought in one contract 
for ten departments, fifty-eight inde- 
pendent agencies and for delivery into 
all states through the year. 

In these annual contracts volume is 
not specified, but can be calculated 
by reference to total purchases of the 
previous year, which can be had from 
the Procurement Division. The plan- 
ning section of the division is con- 
stantly making such statistical studies, 
chiefly, of course, in the interest of 
economy for the government. 

When relief first got under way, 
purchases of supplies were of neces- 
sity hastily made in countless small 
lots all over the country. In the past 
three years, however, textile purchases 
totaling $39,609,000 were concen- 
trated in big lot buying to supply the 
126,000,000 yards of material needed. 
This resulted in a saving of $7,508,- 
000 to the government. As the sys- 
tem developed it was geared to fit into 
the actual current needs on all proj- 
ects everywhere, and thus resulted in 
benefits not to be calculated in dol- 
lars. The concentrated buying brought 


this market directly to the textile 
mills, including some that would not 
have been interested in selling in 
countless small lots. 

Consolidation of gasoline purchases 
in a single year saved the government 
over $2,000,000, and about the same 
saving developed in the purchase of 
tires. 

Items are being studied now by the 
planning division and will be called 
for in larger lots than ever before, 
thus yielding lower prices, but not 
necessarily lower profits than would 
have resulted in many small depart- 
ment purchases. 

In some cases this involves storage 
problems, but more often merely a dis- 
tribution problem on a careful sched- 
ule of deliveries from factories. 

The bureau watches closely price 
trends, especially in items which the 
government is a large buyer. Constant 
consumption and urgent needs make 
it necessary sometimes to buy even 
when a lower price might be expected 
later, but in most cases timing the 
market fluctuations means price ad- 
vantages for the government. 

On many items the division uses its 
revolving fund of a million dollars. 
This fund last year turned over 
twenty times, which clearly indicates 
that it was used chiefly for fast-mov- 
ing items needed by many govern 
mental agencies. The 2,000 or more 
stock items give to the procurement 
division something of a mail order 
warehouse. Many items, of course, 
bought through the division are dis 
tributed directly to the agency using 
them. 

Contracts of various kinds are made 
In some of these only the price is fixed 
with the quantity only estimated, but 
assumed to be roughly about the same 
from year to year. Contracts of this 
kind run for a single year, with cd 
liveries scheduled to fit into the fac 
tory production or the agencies’ needs 
Where too great a speculative ris! 
would be involved in a whole year's 
fixed price three months or six mont! 
are the limits. 

The bureau is toying with the idea 
of three- four, or five-year contract 
at fixed prices, which have a theoret 
cal value, but have been found in 
practicable in this period of wide flu 
tuations. This is one of the develo 
ments that may occur if and whe 
business as a whole has become mo! 
stabilized. A long term would mea 
that a manufacturer could gear 
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plant for government production and 
with increased efficiency offer lower 
prices without sacrifice of profit. 

To some extent this is done by the 
Post Office Department in its pur- 
chases of stamped envelopes. Three- 
year contracts are given and one firm 
has so well developed the manufacture 
of this one product that other en- 
velope firms seem reluctant to enter 
the field, chiefly because they see no 
immediate prospect of doing the job 
profitably for a lower price. 

While long term contracts are not 
being made at present, many firms, 
whose price and products meet re- 
quirements, get renewals from year to 
year and thus make plant adjustments 
to government needs in such a way as 
to get along on a price so low that 
competition is narrowed or almost 
eliminated. There is always, however, 
the challenge to any manufacturer of 
a similar product to quote a lower 
price. All prices paid by the govern- 
ment for everything are, of course, a 


matter of public record, thus avail- 













able to any and all rival concerns 
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making the same or similar product. 

Before the enactment of the Walsh- 
Healey public contracts act, it would 
lower wages to get in the fight for 
orders. The act does not apply to 
orders under $10,000, but pressure of 
labor unions is likely to lower this 
minimum with the large order buying 
bringing more _ transactions 
within the present scope of the law. 
The law went into effect Sept. 28, 
1936, and a survey has just been com- 
pleted which shows that by the con- 
clusion of 1939, 19,404 contracts had 
been awarded with the fixed wage 
clauses applied, to purchases totaling 
$1,525,553,836. 
penditures were distributed is shown 


policy 


Just how these ex- 


in the following table: 


Number Expenditures 
of made to 
contracts Dec. 31,1939 
Transportation equip- 
ment 
Asphalt, coal and pe- 
troleum products.. 2,478 


1,430 $618,113,058 


146,980,389 


Textiles and their 

eee 2,170 144,326,237 
Iron and steel prod- 

WES cccesucnaes 2,078 120,971,414 
Other machinery 2,044 107,004,452 
Electrical apparatus.. 1,414 84,565,151 


Stone, clay and glass 


products ........ 2,021 65,743,257 
Chemicals and allied 

ee 850 48,029,625 
Miscellaneous ..... 1,332 47,726,969 
Food and kindred 

ee 1,271 31,507,532 
Paper and allied prod- 

Oe: cveecuseaee 461 29,400,104 
Nonferrous metals and 

SN cccseed cen 612 28,164,661 
Forest products .... 713 22,815,289 
Leather and its manu- 

factures ..ccccce 13] 17,576,199 
Rubber products F 277 9.808.048 
Printing and publish- 

Sl 46%. nceed eee 56 1,468,687 
Tobacco manufactures 65 1,352,759 


While some other New Deal labor 
legislation is under attack, with a pos- 
sibility of important changes likely, 
practically no effort is being made to 
change this law. 

Winning a government contract 
may very well involve loss if the bid- 
der has failed properly to study all 
factors involved in production for the 
period of his contract. Because of this 
possibility the government requires 
bonds from all bidders to assure the 
consummation of the contract. Forms 
of these contracts are being revised 
from time to time to avoid undue 
hardships to manufacturers and also 
better to safeguard the government. 
The element of good faith enters in, 
of course, no matter how hard the 
lawyers try to reduce everything to 
a formula. 

For instance, when a raise in mate- 





rial or labor costs have caused a manu- 
facturer a loss on each unit delivered, 
the government agencies try to avoid 
any undue volume demands within the 
period the fixed price is effective. The 
fact that a million dollar fund in the 
hands of the Procurement Division re- 
volved twenty times in the year would 
indicate that no speculative buying 
in volume had been carried out. 
Competitive bidding does not al- 
ways appeal to industry, and where 
the government cannot get competi- 
tive bids it is forced to buy as fairly 
as possible from groups quoting tie 
bids. For the year ending in Novem- 
ber, 1938, of $860,044,970 expended 
under competitive bidding, $87,326,- 
426 worth of supplies were bought in 
instances where all “competitors” 
quoted the same price. The identical 
prices were quoted in 76,705 bid- 
openings, or twenty-four per cent of 
the total for the one year period. This, 
of course, is a problem, above and be- 
yond the scope of the Procurement 
Division itself, and is being studied by 
the Temporary National 
(Monopoly) Committee, and the De- 
partment of Justice anti-trust divi- 


Economic 


sion. 
The matched bid cases occurred in 
the following industrial groups: 
Percent 
Number ageot 


Industry Groups of bids total 
Iron and steel and their 

products (not includ- 

ing machinery) 6,693 26.1 
Stone, clay and glass prod- 


ucts 3,275 12.8 


Machinery, exclusive of 

transportation equip 

ME cai ca tere ae 4 2.988 11.7 
Food and kindred prod 

ME. in ob denen eae 2,623 10.2 
Chemicals and allied prod- 

ORE ree 1,576 6.2 
Printing, publishing and 

allied industries ..... 1,405 5.5 
Forest products ....... 1,104 4.3 
Paper and allied products 719 2.8 
Coal and petroleum prod 

UCTS cee eeeeseeesere 669 2.6 
Non-ferrous metals and 

their products ....... 641 2.5 
SEE ceca nekéxeames 423 1.7 
OS Seer 309 1.2 
Transportation equipment 

(air, land, water).... 311 1.2 
SS Terr CTT 87 0.3 
Miscellaneous and unclas 

fied industries ....... 2,787 10.9 


When all 


price, government buyers can only in- 


bidders quote the same 


troduce the element of luck to deter- 


mine winners. This is done some 
times by tossing of a coin, throwing 
of dice, as in a game of craps, drawing 
of slips of paper containing names or 
numbers of the bidders. All these dif - 


(Continued on page 64) 








By N. H. GIMMY 


Advertising and Sales Promotion Department, 


Westinghouse Electric & Mfg. Company 


Westinghouse Let the Customers 
Design the Cataleg 


... and instead of a conventional catalog the book 
took on new character and became a Quick Selector” 


@ AN IMPORTANT class of indus 
trial buyers are electrical contractors 
and plant electricians who purchase 
from electrical wholesalers equipment 
like switches, nofuze breakers, panel 
boards, motor control and motors. 

In estimating a job before entering 
his bid, the electrical contractor must 
consult his catalog and pricing infor- 
mation so as to determine the cost of 
the equipment he must supply to meet 
the specifications of the job. As a re 
sult it has become common practice in 
the electrical industry for manufac- 
turers to supply their contractor cus- 
tomers with up-to-date price informa- 
tion. 

General practice has been to assem- 
ble loose leaf salesmen’s catalog sheets 
on the particular apparatus of interest 
to electrical contractors. These are us- 
ually bound between a set of covers 
ind distributed to the trade by the 
electrical wholesalers. Since no com- 
plete list of holders of this catalog in- 
tormation was kept it was difficult to 
keep this information up to date. As 
a result a practice arose among switch 
and breaker manufacturers to issue a 
condensed catalog at regular intervals 

generally twice a year. These cata 
logs were accepted by the trade be- 
cause the catalog had a definite life 
and also because the condensed form 
was easier to use. 

We had been planning a catalog of 
this type for some time. The first 
thing that became apparent was that 
we as a manufacturer had a definite 
advantage because we were the only 


company selling everything in the mo- 
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Author Norm Gimmy, papa of the Westinghouse Quick Selector, and co-worker R. G. "Bob" 
Redhead look over the finished job and check points for improvement in the next edition 


tor circuit. Some manutacturers offer 
only switches and breakers, others, 
motors and control, but Westinghouse 
was selling motors, control, switches, 
breakers and panelboards—all appara- 
tus needed for the motor circuit. This, 
therefore, represented a real advantage 
and an opportunity to give buyers 
complete information. 

The first thing we did was to as- 
semble all of the condensed catalog 
literature of the industry and review 
it carefully along with the comparable 
Westinghouse literature on switches, 
breakers, panelboards, motor control 
and motors. It immediately became 


apparent that we had not made a clea: 
distinction in our own literature be 
tween selling information (for sales 
men) and buying information (for 
customers). In other words, our sales 
men’s catalog information (pricins 
and descriptive) was prepared, by 
sales departments and engineers fo! 
use by Westinghouse salesmen who ar 
also trained engineers. 

We decided to start out with the 
customer himself—electrical contrac 
tors and maintenance men—and find 
out what was expected in a catalog 
However, we found you can’t expec 
worthwhile results by going out cold 
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and just asking questions because opin- 


ions are not formulated to such an 
extent that any constructive sugges- 
tions could be given. If you have a 
dummy book to talk from and show 
worthwhile opinions and suggestions 
are made. 

As a result we prepared a dummy of 
several pages on switches, borrowing 
heavily from mail order catalog tech- 
nique. With these few pages and a 
cover we went out to call on a few 
contractors. The results were quite 
amazing. 

These calls were made at first on a 
small group of contractors including 
large and small and some motor repair 
shops, customers and non-customers. 
The most startling thing we discov- 
ered was that many contractors con- 
sidered the generally used condensed 
catalogs far from perfect but used 
them because they were the best avail- 
able. 

One of the first things that we dis- 
covered was that the electrical con- 
tractor used the catalog not so much 
is a means of pricing as he did for 
the purpose of selecting the type of 
equipment needed for a particular job. 
We discovered that the general method 
of using a catalog was to thumb 
through it until a photograph or cap- 
tion indicated that it was the proper 
page for the equipment in question. 
As a result the contractor was inter- 
ested in a large clear illustration of 
the particular switch or breaker and 
enough information on its limitations 
such as voltage, ampere rating, horse- 


power, etc., to know whether or not 
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Here is a spread from the new Westinghouse Quick Selector showing how the data was 
arranged so that it would be easy to find and easy to read and how the illustrations give 
quick spot information that the contractor is looking for. Note how wiring diagrams are used 


it would fit the application he had in 
mind. 

We quickly discovered that weights 
of the equipment which were impor- 
tant to the sales department for ship- 
ping purposes and the like, were of no 
great interest to the contractors. This 
was particularly important because it 
enabled us to simplify the page layout 


deal. In attempting to clear 


a great 
up the use of the various types of 
switches, we had worked in some small 
line diagrams to show how the 
switches would be used. These appar- 
ently made a hit at once because they 
the contractor to 
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show n on his 


made it easier for 


locate the switch he needed. 
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Typical spread from the dummy used in interviewing electrical contractors and maintenance 
men to find out what they actually want in a catalog. For example, it developed that almost 
svery contractor wanted the simple circuit diagrams shown in connection with the equipment 
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blue-print in a similar type of draw- 
ing. It was further discovered that 
while these catalogs were used for se- 
lecting the equipment, and for esti- 
mating purposes, it was not absolutely 
essential that the prices be a hundred 
per cent up-to-date. This wis because 
of the practice in the trade whereby 
the contractors checked the electrical 
wholesaler on the prices before actu 
ally entering the order for the equip- 
ment. 

On the basis of this limited amount 
of checking, we were sure of being on 
the right track and had sufficient cor- 
rections and suggestions to enable us 
to complete the layout of a sixty-page 
catalog. After the complete catalog 
was in layout form a number of pho- 
tostatic were made and a 
further and final check was made with 
This check 


covered the complete catalog. 


copies 
a variety of contractors. 

A number of towns were selected 
of various sizes from large metropoli- 
tan centers to towns of fifty and one 
hundred thousand, and a list of con- 
tractors was obtained from an outside 
source which included not only West- 
inghouse customers but many not sold 
to at all. 

Calls were made on forty-four con- 
tractors in fifteen cities geographically 
scattered from Baltimore to Chicago. 
In addition the catalog was checked 
with eight Westinghouse Agent Job- 
bers and thirty-two of their salesmen. 

Before these calls were made, a list 
of some nineteen questions was pre- 
pared on which we were after some 

(Continued on page 84) 
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By FRANCIS M. HIGGINS 
Advertising Manager 


The Four Wheel Drive Auto Company, Clintonville, Wis. 


ulting Sales Power on Al 


Gaur Wheels 


Careful planning and close codperation in sales and 
advertising has been profitable for Four Wheel Drive 


PUBLIC 


much alike. 


JOHN Q. 


trucks are pretty 


@ 10 most 
motor 
If he were asked to be more specific 
he would probably say that trucks, as 
1 class, were of a mongrel breed— 
some biga« r than others, but size for 
size, except for body equipment, seem 
to behave with marked similarity in 
performancs Occasionally, however, 
he may stop to marvel at some ex 
ceptional truck that slices through a 
snow blocked highway with a snow 
plow with comparatively little effort, 
or he may stroke his chin as he W itches 
a special line construction truck with 
its earth borer climb a steep embank 
ment along the roadway like a human 
fly. Perhaps he may wonder why 2 
certain truck doesn’t get stuck as he 
watches it haul its load through mud 
or sand, hub deep, or if he is cau 
tiously drivin ilong the highway on 


} 
account oft Slippery road conditions 
he mav hold his breath as some fast 


tr insport truck whizzes past him ind 


wheels around an icy corner at high 
speed without skidding. 

Unless the average citizen is par 
ticularly interested in motor trucks, 


he will probably never know the truck 
that attracted his attention with its 


spectacular performance, with its ex 
ceptional sure-footedness, differs from 
most motor trucks that drive on their 
rear axle only, like the family sedan. 
referred 


[hese trucks are frequently 


to as performing fools” and get their 


extra traction through a principle of 


adrive that gears their engine power 


to all four wheels. “Four wheel drive 
trucks” they are called, and are built 


twenty truck manufac 


turers, but the chances are five to 
one that the next four-wheel drive 
truck one can identify will carry the 
FWD monogram on its radiator. The 
FWD truck is manufactured by the 
Four Wheel 
Clintonville, Wis., which have built 


Drive Auto Company, 
eighty per cent of all this type of 
vehicle. 

While “FWD” is the trade name 
of a truck, most of the industry refer 
to The Four Wheel Drive Auto Com- 
pany as the “FWD Company” or “The 
FWD is one of 


truck manufacturers in the industry. 


Drive.” the oldest 
It was organized in 1910, and for the 
past thirty years has pioneered the 
four-wheel drive principle in motor 
truc ks. 

While the general public may mar- 
vel at the FWD truck in its ability to 
perform like no other truck, the price 
tag on these trucks, which start at 


$2,600 tor the lightest chassis, and 


range up to $20,000 each for the big- 
gest FWD’S, limits their more gen- 
eral acceptance, except for those truck 
users whose hauling requirements in 
safety or performance are usually be- 
yond the range of rear drive trucks. 

To find and acquaint the truck 
users that could benefit by using FWD 
trucks has required a special selling 
organization and promotional tech- 
nique distinctively different to the gen 
eral motor truck industry. 

FWD sales and promotional efforts 
specihc 


These markets have been ex- 


are confined exclusively to 
markets. 
panded from time to time as new de- 
velopments in the truck were made 
available, or as new markets or uses 
were developed. When a market or 
particular phase of some market is 
decided upon, engineering refinement 
to adapt the truck to the particula: 
precedes 


requirements of the work 


sales promotional effort. 





Looking through the "Drive-Thru" showroom of the Four Wheel Drive Auto plant at Clinton 
ville, Wis. Thousands of interested persons touring through Wisconsin visit the exhibit eac! 
year. Highway signs direct people to it and Wisconsin state promotional maps mark it a 
one of the points of interest. An attendant is present to answer questions and give informat 
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Unless our research reveals that the 
FWD truck can render at least a 
twenty per cent saving over other 
methods, and unless the industry 
promises a potential market of at least 
fifty trucks per year, development and 
promotional expense is not considered 
profitable. To attempt to muscle in 
on a market that is reasonably satis- 
fied with rear drive trucks has never 
been successful. FWD’s most profit- 
able markets are those that have not 
been previously exploited by other 
forms of truck transportation, but 
rather, have been developed by FWD 
in some new use for trucks. For those 
markets in which FWD specializes, 
continual refinement to the truck to 
tailor it to fit the exacting require- 
ments of the work, makes the FWD 
particularly suited for the market. 

The established markets for FWD 
trucks are the highway departments— 
state, county, and townships—as well 
as the federal government, for mili- 
tary service, and various departments 
or bureaus such as in the National 
Parks, the Indian Service, and the like. 
Other FWD markets include the mu- 
nicipalities, fire trucks, and trucks for 
street and municipal utility depart- 
ments and for garbage collection; also, 
for airport service if the airport is 
under the jurisdiction of a munici- 
pality. Public utilities are users of 
FWD trucks for line construction and 
maintenance, as well as oil fields for 
oil well servicing and general hauling. 

The company also cultivates the 
long distance high speed transport 
haulers as another market, particu- 
larly those haulers in the snow belt 
or in mountainous or hilly regions and 
ilso those industries engaged in trans- 
porting highly inflammable or perish- 
ible products, where maximum safety 
where a rigid schedule must be 
naintained. The school bus market 
las just recently been added to its 
narkets for cultivation as well as 
rucks for airport maintenance and the 
re truck field. 

FWD’S sales organization is divided 

to a domestic and foreign division. 


.. H. 


er and C. S. Thomson, foreign sales 


Schmidt is general sales man- 
unager. The advertising department 
part of the general sales department. 

The domestic sales department is 
vided into three divisions, one organ- 
ition in charge of the Eastern half 
t the United States and Eastern Can- 
la; the Western Sales Division for 


es activity west of the Mississippi 


a v AT LESS COST WITH FWD TRUCKS 


YEAR “ROUND HIGHWAY SERVICE 


Trucx News 


Me 

Por "ey D 

. *e0le Orilling - Tilling 
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The color ads at the top show the specialized character of Four Wheel Drive Auto business 
paper copy which never fails to talk business and stress the sales points of the product. Below 
is shown a typical issue of “Truck News" and a page from the annual review issue which 
reprints selected material from the monthly issues. The handbook in the center on state 
regulations is one of the best pieces of promotion for the company. At the right is an 
example of the specialized direct mail and sales literature used in the company's markets 


river; and the Wisconsin and Upper 
Michigan Sales Division that operate as 
a model retail selling organization, and 
that serve as a proving ground for new 
sales strategy and new merchandising 
methods. 

FWD’S entire field organization, al- 
most without exception, has come up 
through the ranks in the organization. 
Most of the successful salesmen have 
had several years’ training as service 
men. Rear drive truck salesmen have 
seldom made good in selling four- 
The Sales Depart- 


ment has specialists in charge of each 


wheel drive trucks. 


market who are assigned special en- 
gineers to adapt the truck to the new 
developments in the market and to 
serve as a clearing house for all in- 
formation required by the selling or- 
ganization. From the recommenda- 
tions of the sales specialists the ad- 
vertising and sales promotional plans 
for a particular market are deter- 
mined. 

The field organization is under the 


supervision of sixteen district sales 
managers and eight branches or ware- 
houses located in strategic cities. The 
district sales managers supervise and 
assist the distributors and dealers. Most 
of FWD’s dealers specialize in selling 
to governmental bodies with the FWD 
franchise as their major account. Each 
branch is under the supervision of a 


branch manager and 


a retail selling 
organization W hich 1S supplemented in 


some cases by a dealer or by a distribu- 
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tor organization under their direction. 

Sales to public utilities are restricted 
from distributor and dealer contracts 
and are handled by the nation-wide 
through its 


Graybar organization 


eighty-one branch houses. Foreign 
sales are handled through an export 
department with salesmen from the 
Clintonville office who call on the ex- 
port houses in this country and who 
travel abroad and supervise the sales 
activity of thirty-two active repre- 
sentatives in foreign countries. 

To keep the selling organization in- 
formed and to stimulate distributor 
interest, a weekly bulletin called “Or- 
News” is published and 
mailed to everyone connected with the 
FWD sales, even to the dealer’s sales- 


This bulletin has a record of 


ganization 


men. 
twenty years of continuous publica- 
tion. Here the sales of the week are 
recorded with interesting sidelights on 
particular sales or the methods used 
in their promotion, the news of or- 
ganization in general, new literature, 
sales promotional plans, contests and 
the like. 


a photograph of a new installation 


With each issue is attached 


with brief specifications of its per 
formance record and a summary of 
the stock trucks available and their 
location, together with brief specifi- 
cations as well as trucks in progress 
of manufacture for stock. 

We usually have a large number of 
trucks of various models in stock or 


in process ot manufacture and a 
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weekly list of these trucks has worked 
wonders in helping the selling organ- 
ization to move standard trucks on 
account of the prompt delivery they 
can offer. By increasing the ratio of 
standard trucks produced, additional 
economics in production are realized. 

FWD has had two major problems 
in merchandising its product, espe- 
cially in selling government bodies. 
First, to create a market for the four- 
wheel drive type of truck, which is 
common to all markets; and second, 
ifter creating a market, to get the 
business. This is especially true in 
governmental selling. Laws or ordi- 
nances in many cases make it man- 
datory that public officials buy trom 
the low bidder, and restrictive speci- 
fications cannot be drawn to prohibit 
competitive bidding. 

Experience has shown there are 
many buying factors in selling govern- 
ment bodies. Most sales are “worked 
from the ground up.” They start with 
the truck drivers and their supervisors 
and go up through the organization 
to the men who are responsible for 
making the award. Frequently sev- 
eral salesmen in widely separated ter- 
ritories must codrdinate their selling 
efforts in pure creative selling—show 
the operating organization the benefits 
of the FWD truck for a particulas 
type of work and prompt him to rec- 
ommend to his superiors FWD equip- 
ment when appropriations are avail- 
ible. Getting sufhcient appropriation 
into the governmental budget is not 
infrequent in the promotion of an 
FWD sale 

While most public officials are not 
permitted to buy without a public call 
for bids, or on specifications that 
would exclude competition, they are 
inxious to purchase equipment that in 
their judgment will render the best 
service If the operating organiza- 
tion and buying committee feel that 
the FWD truck is best suited for their 
requirements, the specifications in the 
call for bids are frequently drawn so 
that rear drive trucks are excluded 
and the mechanical requirements par 
allel some particular FWD model, 
making allowances where necessary so 
that other four-wheel drives may not 
be excluded from the bid. The prac- 
tice of evaluating bids is a commend- 
ible procedure and is practiced by a 
growing number of governmental of - 
ficials. Through evaluation, desirable 
features in a particular truck are cred- 


ited to the bid price ot the truck, al- 
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lowing these officials to purchase equip- 
ment more nearly suited for their 
particular hauling requirements. 

One of the problems that confront 
any organization that sells to govern- 
ment bodies is that caused by change 
in personnel due to a change in a 
political complexion after an election. 
New office holders and new political 
appointees are occasionally inclined to 
believe that everything done by their 
predecessors in office was wrong, which 
might include the regular purchase of 
FWD trucks for many years. The 
effects of a change in personnel can 
be minimized, however, if the operat- 
ing organizations, which are not fre- 
quently changed, are covered in the 
sales promotional activities. If the op- 
erating organizations are strong in 
their convictions on the benefits they 
obtain, by operating FWD equipment, 
the chances of weathering a change 





FRANCIS M. HIGGINS 


FRANCIS M. HIGGINS, advertising 
maf rer. Fo if Wheel Drive Auto 
Company. Clintonville, Wis., has had 


is 


eer years experience in merchan 
sing ! r-wheel drive trucks, and is 

st as familiar with personal sales 

inship as printed salesmanship 

Mr. Higgins’ experience with trucks 
lates back twenty-five years While 
preparing hin self with a _ teacher's 
raining course at colle ge, he drove 

cks 1 his spare time, worked full 
time as a truck driver during vacations 
with a highway department road gang, 
kh Vs © ft K Grive s inguage ind 
thei id-side D k ses I first 


and experience 
Joining the FWD Company in 1925, 
‘ five years of teaching experience, 
Mr. Higgins specialized in advertising 
and sales research, found his teachers’ 
training particularly useful in prepat 
sales helps and conducting sales 


aining schools. Automotive en- 


tr 


of administration is much more favor- 
able. In fact, the change of admin- 
istrations that occurred in 1932 when 
thirty-four state governments changed 
hands made no appreciable difference 
in continuing FWD’s business rela- 
tions with the new officials who fol- 
lowed. 

Advertising in the FWD organiza- 
tion plays an important role in sup- 
plementing the efforts of the sales- 
man in helping him to cover the many 
buying factors in selling government 
bodies. Direct mail is codrdinated 
with salesman’s calls and reaches out 
to individuals whom the salesmen do 
not interview. 

Direct mail supplemented by re- 
gional and also national business paper 
advertising is the basis of FWD’s ad- 
vertising program. A mailing list of 
30,000 names is covered each month 
by a house organ called ““Truck News” 


gineering became his hobby, which he 
applied to model building to show 
sales features of the FWD truck. His 
working models are extensively used 
by the organization were shown in 
Chicago’s World's Fair in space do 
nated by the Fair authorities. Sev } 
eral patents have been granted him on 
new automotive devices which he has 
assigned to the company. He likes to 
explain highly technical engineering 
subjects so that the average layman 
can understand them 

Mr. Higgins’ handbook “Truck and 
Trailer Size and Weight Restrictions” 
is used as a standard reference by 
nearly the entire trucking industry 
This publication, revised each year, 
gives a condensed authenticated inter 
pretation of the laws and regulations 
affecting the operation of trucks for 
each state in the Union. His knowl 
edge of road laws is sought by truck 
ing organizations who frequently call 
upon him to help them fight their 
battles against adverse truck legisla 
tion 

Two years ago, when proposed truck 
legislation threatened to drastically re 
duce the weight limitations for trucks 
in Wisconsin, Mr. Higgins suggested 
to the legislature that the weight re 
striction should not be reduced, but 
should be amended to permit four 
wheel drive trucks to haul two tons 
extra gross load because of the more 
equal distribution of power and load 


‘ 


four-wheel drive trucks—saw his 


amendment become the law oft the 
State with the unanimous vote of both 
houses of the legislature 

Packing a sales kit, he frequently 
rings doorbells with the selling organi 
zation—knows, from firsthand knowl 
edge, what advertising helps he can 
produce to make the work of the 


salesman more effective 
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which is supplemented by other direct 
mailings of the seasonal nature. “Truck 
News” is designed as a self mailer, is 
well illustrated with photographs of 
FWD trucks in service and with copy 
performance 
Unusual 


showing operating or 
facts about each installation. 
operations are always given a play as 
it has been found they tend to stimu- 
late ideas to both FWD owners and 
prospects in some new service that 
might be rendered by FWD trucks. 
Each issue is designed to show new 
installations and successful operations 
in FWD’s principal markets, special 
care being taken to show seasonal 
stories that correspond with the edu- 
cational work required for the cur- 
rent buying season. 

In October we start plowing snow 
in the advertising department, and 
then in the dead of winter the spring 
maintenance campaigns are started. 
Direct mail advertising is usually 
about three months ahead of the ac- 
tual buying season. Once a year a 
Review Issue of “Truck News” is pub- 
lished which is made up of most of 
the engravings used during the past 
year, supplemented with new photo- 
graphs. By classifying the photo- 
graphs and copy market-wise, and by 
arranging the layout in a new form, 
a thirty-six to forty page issue is pro- 
duced that has been found particu- 
larly successful. The review issue 
serves the selling organizations as a 
reference with its well illustrated in- 
stallations in all markets and fre- 
quently prompts the demand for like 
equipment in an entirely new field. 
A short time ago a large oil field or- 
ganization was attracted by the pho- 
tograph and description of a new en- 
closed van type fire truck for use in 
a new service that it is inaugurating. 
It was looking for a truck for use in 
transporting an oil logging device— 
an arrangement for photographing the 
inside of an oil well. The particular 
design of the fire truck and its van 
body appealed to the company as be- 
ing most ideal for transporting its 
equipment and providing a dark room 
o the operators might develop the 
hlm right at the oil well and thus 
issure the owner that no one would 
now the facts about his well except 
Within a short time 
$150,000 


orth of these trucks and is continu- 


hose authorized. 
his company purchased 
lly adding to the fleet. The whole 
lea developed from the picture of an 


nusual fire truck in “Truck News.” 
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That it pays to tell prospects what they want to know about your product in your advertising 
was materially demonstrated by this spread, which actually booked orders for FWD fire fight- 
ing equipment. Note the detail with which features are emphasized in two colors at the 
bottom of the spread with the main heads talking in the language of the user and his prob- 
lems. (This must have been overlooked by The Copy Chasers, and surely it should have been 
included in ABP's "Tell All" booklet as a leading example of that kind of advertising copy} 


We have made it a cardinal rule 
to always enclose a business reply re- 
turn card with every piece of direct 
mail, including the monthly house or- 
gan “Truck News.” Our inquiries 
average as high as 500 a month and 
would be a tremendous waste if we 
had not found a method of evaluating 
these inquiries. Powerful trucks like 
the FWD just have a natural attrac- 
tion for boys and other curiosity 
seekers, and the problem of evaluat- 
ing inquiries has given us some con- 
cern. We wanted future truck buy- 
ers to know about the FWD truck, 
but were sometimes embarrassed when 
dealers or salesmen were sent fifty 
miles or more across country to inter- 
view a potential prospect of fifteen 
years in the future. We have found, 
however, we can evaluate these in- 
quiries quite successfully. We first 
check the name of the inquirer against 
our mailing list and if he is not on 
our mailing list we next check the 
truck registrations of his state to see 
We know 


that the best prospect for a truck is 


if he already owns a truck. 


a person who already owns one, so 
that if his name appears on our mail- 
ing list or as an owner of a truck, 
we indicate this information on a form 
to the salesman or distributor in the 
locality, with the suggestion that he 
call on the inquirer at the first oppor- 
tunity. We maintain a record of the 
inquiries and remind the selling or- 


ganization if the inquiry is not fol- 
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lowed up in a reasonable length of 
time. The selling organization now 
considers each inquiry a valuable tip 
and little difficulty is experienced in 
securing the codperation of dealers and 
distributors in actually investigating 
the inquiry. On the other hand, if we 
cannot identify the inquiry we advise 
the selling organization of the request 
without recommending that he follow 
up by personal call, and the advertis- 
ing department attempts to determine 
by mail or other references as to 
whether the inquiry is worthy of per- 
sonal solicitation. 

Research plays an important part 
in anticipating the truck requirements 
of FWD’s various markets. Each has 
its own peculiarities. For example, 
rather than place emphasis on the com- 
plete line of FWD trucks which range 
from 1'4- to 25-tons capacity for 
snow removal service, we have found 
it advantageous to advertise the size 
trucks that will most likely be bought, 
which may vary from year to year. 
The trend in snow plow truck size 
can be forecast with unbelievable ac- 
curacy several months before the ac- 
tual buying season. If a light snow- 
fall is experienced during the previous 
winter there will be a tendency to- 
ward the use of light trucks, and if 
a light snowfall occurs for several 
winters, experimental purchase of rear 
drive trucks for snow removal service 
may occur, as there is a considerable 


(Continued on page 80) 
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Overcoming adversity with ingenuity, a new business 
is built by avoiding competition by generous trial 
offers which allow prospects to sell themselves 


Gree Trial Offer tA Key to SBS-11 
Marketing Plan 


@ Thirty-four years ago a young col- 
lege graduate with a flair for chemis- 
try figured out a way to use a waste 
product of the beet sugar refineries. 
The waste product was known as final 
molasses—it sold for $2.00 a ton. The 
new product was vinegar. The new 
company was called the Sugar Beet 
Products Company. In three years he 
had become such a nuisance to the 
large vinegar producers that they 
went to their attorneys and had them 
prepare laws, which were subsequently 
passed, outlawing the sale of artifi- 
cially colored vinegar. Forthwith the 
Sugar Beet Products Company lost its 
entire market. 

Nothing daunted, the firm found a 
new use for the waste material. It 
soon made its appearance as a liquid 
boiler compound! Sales soared, and 
the price of the waste material soared 
too. When it reached $22.00 a ton, 
the Sugar Beet Products Company 
kept right on doing business, but not 
with the sugar refineries. It had per- 
fected a dry boiler feed water treat- 
ment that did a better job and cost 
less money. 

A brisk business all over the coun- 
try was done, with sales and profits 
growing steadily, until, in the late 
twenties, the demise of the steam boil- 
er caused the market to start shrink- 
ing with alarming speed. By 1932 the 
market had almost disappeared and 
the business in boiler compound had 
become anything but brisk. 

Here was a company with an ex- 
cellent record behind it, a good plant 
on its hands which was fully paid for, 
and practically no business. At this 
point the firm began casting about for 


a new product and a new means of 
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By E. N. ANDREWS 


Sales and Advertising Manager, 
Sugar Beet Products Company, Sagi- 
new, Mich. 


reviving its lagging sales and earnings. 
As is usually the case at such times, 
the answer did not come easily. The 
decision to develop a skin cleanser for 
use by industrial employes was finally 
reached because attention had been 
drawn to the need for such a material 
in some of the large local plants. 

Where most soaps for grease and 
grime removal had relied on a simple 
combination of cheap soap and sand 
or other abrasive, the cleanser devel- 
oped by the Sugar Beet Products Com- 
pany was revolutionary. It features 
high quality olive, pine, and palm oil 
soaps, other costly quality chemical 
ingredients, and replaced the injurious 
mineral abrasive scrubbers with spe- 
cially treated and graded sterilized 
corn meal. The product, fine-grained 
powder, proved to have remarkable 
cleansing properties and, best of all, 
it developed to be an extremely good 
skin conditioner. 

The problem of how to market the 
product looked like a simple one, but 
turned out to be a tough nut. Where 
it had been thought that industrial 
plants would immediately take to the 
material, it soon developed that very 
few companies furnished soap to em- 
ployes, and those few who did were 
apparently content to continue using 
the products to which they had be- 
come accustomed. 

Dermatologists, industrial doctors, 
and safety engineers were consulted to 
determine the extent to which such a 





product as Formula SBS-11, the new 
skin cleanser, could be used to protect 
a worker’s skin and as a means of pro- 
moting industrial hygiene. Upon their 
advice a direct mail advertising cam- 
paign was developed using losses from 
skin irritation, infection, and derma- 
titis as the “fear” angle, and offering 
a free trial supply of Formula SBS-11 
as the possible means of prevention. 

Since it had always been the prac- 
tice of most soap companies to send 
very meager envelope samples of their 
product, it was decided to go to the 
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Here is one of tho successful sales letters used to 9° 
of Formula SBS-i! which has produced p ofitable 
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to 9° 
table 


other extreme in sampling Formula 
SBS-11. For free trial purposes ten 
pounds of the product and two or 
more dispensers were sent to the pros- 
pective’ industrial users, without 
charge and prepaid, the dispensers be- 
ing loaned for the duration of the 
trial. 

A mailing list of 1,000 names of 
industrial firms in the Middle West, 
rated $200,000 and up was secured. 
To this list three test mailings were 
sent at weekly intervals. Each mail- 
ing consisted of a filled in, signed mul- 
tigraphed letter, a two-color broad- 
side dramatizing the product and its 
uses, and a filled-in business reply card. 
The mailings were all sent first class 
postage in number ten envelopes. All 
mailings were marked: Attention: 
Safety Director. This test campaign 
pulled 211 requests for free trial ma- 
terial. 

This return was most gratifying in 
view of the lack of success which had 
resulted from contacts with many of 
the same companies in an effort to ob- 
tain personal permission to send a free 
trial shipment. It was made possible 
mainly by the development of the 
“safety” appeal. 

It turned out that the psychology 
of a liberal trial supply was good. The 
very size of the free shipment clearly 
showed the prospective user that the 
manufacturer of Formula SBS-11 had 
ample faith in its product. Secondly, 
the plant employe was provided with 
enough cleanser to permit him to be- 
come used to it and to develop a pref- 
erence for it. When the trial supply 
was exhausted, the employes would 
immediately start clamoring for more, 
and in this way it took most firms far 
less time to decide to adopt the prod- 
uct than had been anticipated. 

Because Formula SBS-11 had prop- 
erties not found in ordinary soap, all 
advertising and sales work played up 
the idea that this was not a soap, but 
rather a safety skin cleanser which re- 
placed soaps. This was done in an 
ffort to remove sales and advertising 
efforts from direct competition with 
the large soap producers, and to per- 
nit the sales representatives handling 
formula SBS-11 to engage in selling 
health insurance” rather than just 
ap. This strategy has worked per- 
ectly. Because of it an unusually 
trong sales organization has been 
uilt. It is made up solely of men 

ho knew nothing of the soap busi- 
ess at the time they took on the sale 

Formula SBS-11, and who make a 
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Pages from “The Washroom," used in the promotion of Formula SBS-I! skin cleanser and a 
spread from a colorful folder used with sales letters offering a liberal free trial supply. The 
publication is unique in that it carries no advertising for the product but merely builds up a 
desire for modern, well-equipped washrooms. The direct mail material does a strong safety 
sales job and pushes the free trial offer which has been so effective in building sales 


point of knowing as little about its 
technicalities now as possible. 

Sales representatives were picked to 
represent the company in the sale of 
Formula SBS-11 and dispensers. These 
men were chosen purely for their sales 
ability, and, wherever a good man 
turned up who had contacts with the 
safety or medical men in industry, he 
was considered especially desirable. 
Each salesman was placed in an ex- 
clusive territory, with credit being 
given him on every sale made in his 
territory, regardless of how the sale 
was obtained. Only with a system 
such as this was it possible to attract 
and hold good men. 

Sales offices are located in the hearts 
of densely populated industrial areas. 
Most sales representatives now work 
on Formula SBS-11 


dropped such other lines as they for- 


alone, having 


merly handled in its favor. All rep- 
resentatives are paid monthly on a 
commission basis, with drawing ac- 
counts given to a number of the men. 
Twenty-three sales representatives 
now handle the sale of Formula 
SBS-11. 

One feature of the promotion 


which has attracted good salesmen has 
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FORMULA SBS-I! 


SAFE CLEANSING SOAP 


been the advertising codperation which 
the company gives all its field men. 
Instead of having its representatives 
spend a large part of their time in 
seeking to place trial orders person- 
ally, the company now spends thou- 
sands of dollars annually obtaining 
requests for these “tests” from indus- 
trial firms. Such tests are shipped to 
the prospect, and the sales representa- 
tive is then notified. The time and 
effort saved by this procedure is tre- 
mendous. The salesman walks into a 
plant and is able to talk to a man 
whom he has usually never seen be- 
fore. This prospect not only knows 
most of the essential facts about 
Formula SBS-11 by this time, but he 
also has the product on trial in one or 
more departments of his plant. In 
many cases his employes have already 
expressed a preference for Formula 
SBS-11. 
After completing the first test mail- 
ings mentioned above, a complete list 
of industrial plants rated $200,000 
and up from coast to coast was ob- 
tained and used for all direct mail ad- 
vertising work. It has been the com- 
pany’s practice to release two major 
(Continued on page 72) 
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Colored wooden blocks provide the newest method of visualizing the benefits of insulation to prospective home builders, in tangible terms 
of fuel savings and dollars and cents economy. This sales demonstration kit which Celotex dealers and salesmen receive consists of sixteen 


wooden blocks packaged in this attractive 9x12-inch cardboard box. 


nstructions for use 


Gummed labels outside and inside the cover provide complete 
Sample of insulating materials grouped around the box are included in the kit so they may be used with the sales talk 


Now it’s Third Dimension Selling 


Visualizing the sales story with colorful wooden 
blocks is the newest method of selling insulation 


@ NEWEST way to sell insulation to 
prospec tive home builders employs Six 
bloc ks. 


teen small, colored wooden 


The blocks, ingeniously and dramati 
cally visualize the dollars and cents 
benefits of insulation in terms of act- 
According to G. D. 


manarer, 


ual fuel savings. 
Andrews, sales promotion 
[he Celotex Corporation, who con 
ceived ind developed the idea, =a is 
third dimension selling.’ 

The demonstration kit consists of 
sixteen conveniently sized blocks ar 
ranged in four columns of four blocks 
each. In use, the blocks are presented 
in a simple, step by step sequence to 
show the comparative idvantages of 
various methods of insulating the av- 
crage six-room house built today by 
Mr. & Mrs. America 
1,500 square feet of 


This house has 
ipproximately 
net side wall area, 700 square feet of 
ceiling area, and 170 square teet of 
window and door area comprising 
seventeen windows ind two doors. 
The demonstration is presented from 
in unbiased viewpoint. The first of 
the four columns shows heat or fuel 


losses through the walls, ceiling, win 
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dows and doors of the house if unin 
sulated. The second column visualizes 
the reduction of these heat losses when 
board form insulation is used in the 
walls and ceiling of the same house. 
\ third column demonstrates how heat 
losses are further reduced by the addi- 
tion of storm sash and doors. The last 
and fourth column of blocks reveals 
the extent to which heat losses are re- 
tarded if the house is insulated with 
1 combination of board form and min- 
eral wool insulation. 


Samples of insulating materials re- 





G. D. Andrews, sales promotion manager, 
The Celotex Corporation, who inspired and 
developed the new insulation sales idea, is 
shown demonstrating his block story before 
a couple intensely interested in the display 


ferred to in the block story and a cost 
chart complete the sales presentation. 
These aids are used at opportune times 
during the step-by-step block demon- 
stration to give prospective home 
builders a complete picture of what 
insulation will actually accomplish for 
them. 

The sixteen wooden blocks are pack 
aged in an attractive 9x12-inch card 
board box. A hinged cover and a 
folding easel on the bottom of the box 
allows dealers and jobbers to use the 
kit as a counter or showcase display 
Gummed labels outside and inside the 
cover provide complete instructions on 
how to use the blocks in a sales pres 
entation. Samples of the insulatin 
materials recommended for the wal 
and ceiling are also included in the kit 

The compact and convenient size « 
the blocks makes it possible to u 
them in the office or when making 
call in the field. They are light-u 
weight and small enough to be carri 
A table ar 
one or two chairs are all that is need 
in addition to the blocks to tell 


anywhere without effort. 


complete insulation story. 
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Todd Sells Protection te Business 


and Jusures it 


Dealing with the problem of check frauds, Todd’s research 
extended to behind prison bars to perfect its service 


@ THIS is the story of successful 
marketing to business executives de- 
spite the obstacle of human nature to 
minimize the possibility of personal 
misfortune. “It can’t happen here” 
seemed to be pretty much the personal 
attitude forty years ago with refer- 
ence to the hazard of check frauds 
around which The Todd Company, 
Rochester, N. Y., has built a unique 
business in character and achievement. 

In 1899 two brothers, George W. 
ind Libanus M. Todd, working in a 
small workshop in Rochester, built the 
first Protectograph—a protective de- 
vice designed to do something no 
other machine had ever done. Its func- 
tion was to protect banks from the 
depredations of gangs of forgers who 
were stealing millions a year by raising 
umounts on pen-written bank drafts. 
Previously, it had been customary to 
make settlement in cash, but bank 
drafts had proved so convenient that 
business firms in increasing numbers 
were using them instead of currency. 
Checks, as we know them today, were 
seldom used. To the crooks bank 
drafts were the answer to a prayer. 
It was easy to buy a draft for three 
or four dollars and then raise the 
umount to any figure they thought 
the trafic would bear. 

Banks sought protective measures, 
So-called 
“safety paper” with a tinted surface 


but all proved inadequate. 


was tried but did not solve the prob- 
lem. Forgers raised these tinted checks 
without making erasures. They added 
2 cipher here and a letter there to 
make small checks into big ones. De- 
vices which punched limiting lines in 
the checks were tried, but soon dis- 


By F. D. SCANDLING 


Manager Advertising and Sales Pro- 
motion, The Todd Company, Inc., 
Rochester, N. Y. 


carded. Forgers filled in the punch 
holes and punched higher figures of 
their own. 

The first Protectograph introduced 
a new method of limiting the amount 
for which a check might be cashed. 
Instead of punching holes in the 
check, it embossed the approximate 
amount of the draft into the paper, 
at the same time forcing indelible ink 
into the indentations—a basic princi- 
ple still employed in the most modern 
Protectographs. 

Successful from the first, the Pro- 
tectograph which embossed only a 
limiting line was superseded in 1912 
by a machine which, like Protecto- 
graphs in use today, shredded the ex- 
act amount into the check in two- 
colors. Sales grew rapidly. Larger and 
larger quarters were required. A new 
factory was built and outgrown in 
two years. Within a few years the red 
and black 


amount line on checks, drafts, stock 


Protectograph-shredded 


certificates, letters of credit and bills 
of lading became the standard of pro- 
tection in every part of the globe. 
Along with the development of the 
modern Protectograph came the in- 
vention and introduction of Todd 
Check Signers, and the sale of these 
modern marvels of safety and efh- 
ciency has progressed rapidly. Todd 
Check Signers, which imprint intri- 
cate four-color signatures through a 
ribbon, are in use by thousands of 
banks, business houses and govern- 
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mental units throughout the world. 
They have saved thousands of hours 
of expensive executive time formerly 
spent in signing checks, and have made 
the process infinitely safer. These sig- 
natures present such effective obstacles 
to forgery that users of Todd Check 
Signers are insured against forgery 
losses just as users of Protectographs 
are insured against alteration losses. 

Today, The Todd Company builds 
checkwriting and signing equipment 
that fits every disbursement need. 
Literally millions of Todd machines, 
both electrically and manually oper- 
ated, are in use all over the world. 
The present Todd line includes electric 
machines which write, add, list and 
sign thousands of checks an hour in 
one operation; check signers that sign 
sheets of six checks at a time, cutting 
and stacking the finished checks in 
numerical order; and a check signer, 
automatically fed, which signs checks 
at the almost unbelievable speed of 
15,000 per hour. Countless applica- 
tions of the Todd principles of check- 
writing and signing have been incor- 
porated in special equipment used by 
banks, business concerns and govern- 
mental departments throughout the 
world. 

The development and wide-spread 
use of Protectographs narrowed the 
check crooks’ field of operations to 
such an extent that they were forced 
to employ new methods of attack on 
their victims’ bank accounts. Early 
“safety” checks presented few ob- 
stacles to alteration. A few drops of 
ink eradicator would remove the payee 
name or other written words on the 
face of the check and these “safety 
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Todd business paper copy keeps the executive conscious of the hazards of forgery and check 
counterfeiting and prepares the way for the salesman so he may devote his time to talking 
specific applications with prospective users of Todd equipment and service when he calls 


papers” could be purchased in blank 
by anyone so that counterfeiting of 
genuine checks became a menace even 
more threatening than alteration. In 
the face of this condition, it was nat- 
ural that banking and business au- 
thorities looked to The Todd Com- 
pany, as pioneers in check protection, 
to evolve a method by which these 
newer types of fraud could be pre- 
vented. 

It was recommended that the print- 
ing of check and draft forms be con- 
ducted under conditions approximat- 
ing those used in producing govern- 
ment currency; that special papers 
preventing alteration by erasure be 
used, that to prevent counterfeiting, 
spoiled sheets be destroyed under su- 
pervision, and that the blank paper 
be unobtainable from any source. 

The Todd Company began the de- 
velopment of checks which would fill 
these ideal specifications. The search 
for a man to supervise the necessary 
research and experimenting led natu- 
rally to Washington, and to the Bu- 
reau of Printing and Engraving. In 
that department was a man named 
Burgess Smith, who as Technical Aid 
to the Director of the Bureau for fif- 
teen years had been creating protec- 
tion for United States currency and 
securities. Burgess Smith transferred 
his great talents and inventive ability 
to The Todd Company. He was given 
a laboratory and told he could com- 
mand all the company’s resources in 
developing the checks which the bank- 
ers and business men of the world de- 
manded. He made an intensive in- 
vestigation of the entire problem, here 
ind abroad. He talked to bankers, 
paper makers, chemists, and even forg- 
ers serving time in prison. Then, in 


collaboration with other Todd Com- 
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pany experts, and scientists from lead- 
ing industrial laboratories and uni- 
versities, he began the experiment 
which led to the development of Pro- 
tod-Greenbac Check paper. 
Protod-Greenbac Checks possess ex- 
clusive safety features unknown be- 
fore their development and not found 
Counterfeiters 
cannot paper to print 
spurious imitations of genuine checks. 
From the time the watermarked rag 
stock emerges from the paper mill 
throughout every step of processing, 
printing in the 


in any other checks. 


secure this 


lithographing and 
Todd plant it is guarded like govern- 
ment currency. To protect users and 
banks, completed checks are delivered 
in sealed packages and rigid precau- 
tions are taken to make sure that pur- 
chasers are accredited bank depositors. 
Users are guaranteed by insurance 
against the possibility of losses due to 
frauds these checks are designed to 
prevent. 

The development and rapidly in- 
creasing use of Protod-Greenbac 
Checks by business houses led to a de- 
sire on the part of bankers for safer 
checks to furnish their depositors. The 
Todd Company began in 1918 to 
manufacture bank checks, and during 
the ensuing seven years watched this 
new development grow steadily. In- 
creased facilities in manufacturing, 
selling and service became necessary. 
And in 1924 The Todd Company pur- 
chased the Bankers Supply Company 
This com- 
pany together with practically its en- 


of Chicago and Denver. 


tire corps of experts and its experi- 
enced sales organization joined forces 
with The Todd Company and formed 
the nucleus of its present Bank Sup- 
ply Division. The plants and equip- 
ment of the Bankers Supply Company 


were moved from Denver and Chicago 
to the fourteen and one-half acre 
Todd plant in Rochester. 

A modern paper processing mill was 
erected. Complete engraving, plate 
making, lithographing and_ bindery 
equipment was installed, and The 
Todd Company became the only or- 
ganization in the world to complete 
the entire process of check and pass 
book manufacture under one roof—a 
distinction it holds today. 

Todd Super-Safety bank checks em- 
ploy the cancelling VOID feature 
which is such an important element 
in the protection afforded to users of 
Protod-Greenbac Checks. Just as in 
the case of Protod-Greenbac Checks, 
users of Super-Safety bank checks are 
insured against alteration losses. 

Many other applications of check 
protective methods originated by The 
Todd Company are employed to pro- 
tect other documents than checks— 
Licenses, narcotic prescriptions, bonds, 
passports and numerous other impor- 
tant papers are printed or lithographed 
on Todd protective papers, imprinted 
and signed by Todd Protectographs 
and Signers. 

Today the company operates nine 
imprinting plants in key cities 
throughout the country and sells di- 
rectly through its own sales force, op- 
erating out of offices located in thirty- 
nine cities in the United States. Ap- 
proximately 400 salesmen in_ this 
country and dealer organizations in 
the British Empire, South America, 
Asia, South Africa, Mexico, Australia 
and the Philippines handle the distri- 
bution of Todd products. It can be 
truthfully said that wherever com- 
merce is carried on you will find 
Todd check and mechanical equipment 
at work providing effective protection 
for the bank accounts of those who 
use them. 

The sales organization is headed by 
George L. Todd, executive vice-presi- 
dent, whose headquarters are in Roch- 
ester. Each of the thirty-nine offices 
in the United States is in charge of a 
zone manager, whose duty it is to co- 
érdinate and direct sales efforts, to in- 
terview and acquire new salesmen, and 
to a certain extent, be responsible for 
their training. Three regional sales 
managers, one in the East, another in 
the Mid-West and the third on the 
Pacific Coast, 
contact with the offices under thei 
supervision, and these regional man 
agers are in turn directly responsibl 
to the general sales manager. Thi 


maintain continuou 
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foreign department is headed by Gil- 
bert Owen who travels extensively in 
foreign countries, establishing dealers 
and instructing them in new develop- 
ments and new uses of Todd products. 


Market Evaluation 

Sales quotas are based upon esti- 
mates arrived at by analysis of the 
the Office 
Institute, 


buying power index of 
Equipment Manufacturers 
business trends and forecasts as set up 
by several national agencies. Notable 
among the sources used are Standard 
Statistics’ Business Trends and Devel- 
opments. The “curve of growth” is 
plotted from sales figures extending 
back twenty years and is also em- 
ployed as a guiding factor in arriving 
at potential sales volume. In connec- 
tion with our experiences in establish- 
ing market potentials it has been dis- 
covered that our sales curves follow 
Federal Reserve department _ store 
sales figures with almost uncanny ex- 
actness. As a result, Federal Reserve 
reports in each of the twelve Federal 
Reserve districts are scanned with ex- 
treme care. Like many other manu- 
facturers we also watch closely reports 
of appropriations by the Federal Gov- 
ernment, rural areas 
where business generally is so largely 
dependent upon prosperity of farmers. 

Zone managers and representatives 
throughout the country report almost 
daily on conditions in their territories, 
and this first-hand information is al- 
ways considered carefully in the esti- 
mation of potential sales and the ad- 
justment of quotas. 


especially in 


Sales Training 

Years ago when The Todd Com- 
pany manufactured only Protecto- 
graphs, the education of salesmen was 
not nearly so difficult or important as 
it is today. The successful Todd rep- 
resentative in 1940 must be well 
grounded not only in the prevention 
of check frauds, but he must also have 
a thorough understanding of modern, 
efficient office routine and be well ac- 
juainted with many types of equip- 
ment which are used today to expedite 
the work of modern business. 

With few exceptions, most sales- 
men enter the employ of the company 
through a zone office. It is customary 
for new men, who are paid on a salary 
asis, to work at least three weeks in 
the field accompanying experienced 
epresentatives and securing at least 
udimentary knowledge of the com- 

iny’s products and how they are sold. 
uring this probationary period their 
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A great deal of direct mail and sales or "canvassing" literature is used by The Todd Com- 
pany which is needed to break down the "it can't happen here" attitude of many business 
executives in regard to possibilities of loss through bogus checks and forgery. Although thrill- 
ing in appearance as the old dime novel, the “story” booklets present sorrowful facts and 
pictures while the victims no doubt wish it all were fiction and that they had known better 


field experiences are augmented by in- 
struction from the zone manager and 
the study of sales manuals which are 
prepared by our sales training and re- 
search department. The zone manager 
checks the work of these men very 
carefully during this three-week pe- 
riod, and at the end of that time they 
are eliminated, if in the manager’s 
judgment they lack the necessary 
qualifications, or they are brought to 
the home office, at company expense, 
for three weeks intensive training. 
These training 
ducted by the sales managers of each 
of our three general divisions—ma- 
chine, commercial checks and bank 
supplies. Here new men are taught 
the fundamentals so necessary to the 
sales of Todd products. Every feature 
of each machine is thoroughly ex- 
plained, not only from the standpoint 
of what it is but also—and this is 
stressed—from the angle of what it 
will do for the user. The exclusive 
qualities of Protod-Greenbac and Su- 
per-Safety Checks are explained by 


schools are cun- 


1940 


demonstration and comparison, Vari- 
ous check forms and their uses are 
discussed. The efficiency value of the 
use of different forms of checks for 
various purposes are demonstrated and 
modern office routine—especially in 
the handling of accounts payable and 
payroll procedures—are demonstrated 


and studied. 


After thorough instruction from 
the standpoint of Todd products and 
what they do, ideal sales presentations 
become the theme. No attempt is 
made to teach canned sales talks, but 
great emphasis is placed upon the 
proper approach and the absolute ne- 
cessity of presenting their proposition 
in terms of benefits to the user. This 
single point, we feel, is the most im- 
portant element in our entire sales 
training program. It runs through all 
our sales manuals, it forms the basis 
for news articles in our house organ, 
and it is always predominant in the 
work of our most skillful and success- 
ful salesmen. 

(Continued on page 82) 


27 








eciprecal Trade Agreements and 
Industry's Qulure 


The position of the United States in world readjust- 
ment after war hinges on its foreign trade viewpoint 


@ THERE can be little debate, I 
think, over a statement that economic 
pressure was the cause of the present 
war in Europe—as it is of most wars 
—whatever its immediate provocation. 
But for the first time in history, per- 
haps, the watching world plainly sees 
a tactical campaign of economics un- 
der way as a piece of major strategy 
in a great war. How important eco- 
nomics is considered to be as an ally 
may be judged from the fact that its 
destructive forces were enlisted from 
the very day war was launched, 
whereas in the last war in Europe they 
did not become a strategic factor until 
our entry in 1917. 

Nor can there be any doubt ar all 
that economics will play a major part 
in peace negotiations and the ensuing 
settlement. However determined we 
may be to insulate ourselves from di- 
rect participation in the actual fight- 
ing, we cannot, even to ourselves, 
feign disinterest in the readjustments 
which must take place when hostili- 
ties cease. The outcome of the war 
will not affect Europe alone. It can 
determine the basic policy of the 
United States in trade and defense for 
generations to come. Europe is not 
merely Europe. Her outposts are at 
our very doors. Asia is only fifty miles 
trom American territory. The air we 
breathe today is the medium tomor- 
row by which winged planes carry 
inter continental freight, mails and 
passengers—and threaten death—be- 
tween sunsets, almost. There are no 
secrets any more. 

In such circumstances no realist will 
deny that we have an all-absorbing 
interest in the conferences for peace, 
whenever they may come. And it is 


my firm conviction that our decisions 
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By JOHN ABBINK 


President, Business Publishers Interna- 
tional Corporation, New York 


here in the United States on several is- 
sues that we mistakenly consider to 
be purely domestic, will have a far- 
reaching effect in determining the 
kind of world we are all to live in 
when peace eventually comes. 

For several years we have sponsored 
a trade policy in our dealings with 
other nations that has been the one 
star of hope in a world shaken by dis- 
located economic relationships. It is a 
policy which has helped to break down 
Britain’s Empire Preference system, to 
our great benefit and hers. Against 
tremendous odds it has been the one 
successful barrier to the wider adop- 
tion of totalitarian barter, and it is 
hailed universally as the only con- 
structive trade plan to emerge since 
the depression began. Previously ad- 
vocated and vigorously promoted by 
Presidents McKinley and Taft, the 
success of this policy in its modern 
phase is due largely to the far-sighted- 
ness of one man, our present Secretary 
of State, Cordell Hull. 

Some of our political leaders seem- 
ingly intent on establishing a partisan 
issue for campaign purposes, alone ap- 
parently fail to pay heed. Yet theirs 
will be the responsibility during the 
next few weeks to determine whether 
we are to share in the readjustments 
and the resumption of peaceful trade 
that will come when wars cease. For 
Washington is now debating what 
have come to be known as the “Re- 
ciprocal Trade Agreements,” which is 
only a euphonious way of saying that 
the tariff is back with us again. 


It is a pity, I think, that renewal 
of the Trade Agreements program 
should be debated in this country on a 
political basis at a time when states- 
men overseas are forced feverishly to 
plan post-war rehabilitation within 
the sound of battle, almost. Our de- 
cision on this issue must influence 
their deliberations as to the kind of 
peace they will make, no matter who 
the victor may be. 

Why should the merchant in China 
or Japan, the manufacturer in Eng- 
land or France or the artisan in Ger- 
many permit his leaders to make peace 
terms that would allow us to share in 
post-war trade if we now give advance 
notice that we have put an end to 
liberal commercial policies? Barter to 
the near exclusion of normal trade 
methods is not beyond the realm of 
possibility as between present belliger- 
ents. To a considerable degree, the 
rest of the world can get along with- 
out exports from the United States 
much more easily than we could exist 
without the things we vitally need but 
do not produce at all, or have in quan- 
tities less than are required to main 
tain our standards. 

If the Trade Agreements program 
had proved harmful to our domestic 
economy during the six years it has 
been operative, it would have few sup 
porters, and I would not have the 
temerity to broach it here. But th 
most diligent research by its op 
ponents, resulting, for instance, 
acres of statistics laboring to pro 
that the importation of less than one 
half of one per cent of our consump 
tion of dairy products, chiefly fro 
Canada, will have dire results, is m« 
with whole quarter-sections of proo 


by proponents, even more convincin 
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I think, that on balance the dairymen 
themselves have benefitted. Surely we 
are not going to change a policy whose 
discontinuance may have world-wide 
repercussions at the behest of special 
pleaders, like that of a trade associa- 
tion in Rhode Island which officially 
made the naive suggestion a few days 
ago, that only those engaged in an in- 
dustry can properly decide what the 
tariff rates on its products should be, 
a proposal at which Mr. Smoot and 
Mr. chuckled 


mightily in their retirement. 


Hawley must have 


For the first time in our history un- 
der the Trade Agreements program, 
we are approaching tariffs, and other 
trade barriers sometimes far more re- 
strictive, from an economic rather 
than a provincial political viewpoint, 
in a plan that obtains concessions from 
other nations not attainable under our 


The 


method is not yet perfect, perhaps, but 


unilateral policies in the past. 


it is much sounder than anything we 
have heretofore developed, and more 
flexible, a consideration not to be over- 
looked in the present turbulent state 
of world affairs. 

There is a type of politicians to 
whom the winning of votes, even on 
a false issue, is more important than 


To them the 


question of our international trade re- 


the national welfare. 
lations is a god-send at the beginning 
of a campaign in which far more vital 
topics need discussion. An emotional 
appeal to the electorate based on easily 
aroused prejudices against the slight- 
est approach to a question with inter- 
national implications, even in trade 
matters, has always served in election 
speeches to befuddle issues actually 
more important, but less readily de- 
bated by the vote-hungry candidate. 

No group in this country realizes 
so thoroughly as do its business men, 
mece they approach the question from 
un economic rather than a partisan 
political viewpoint, that the considera- 
tion of tariff matters is no longer 
properly a legislative function. Trans- 
portation rates—far less complex than 
tariff schedules, and surely of more 
widespread local interest—are dele- 
gated by Congress to an independent 
whose decisions are 


body of experts 


ubject at all times to legislative cri- 


cism, but not to review. Imagine 


he chaos that would result if each 


hange in freight rates were subject 
» approval by the Senate! Exactly 
the same impossible situation would 
rise if Trade 


individual Agreements 
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The Scandal in the Trade 


Agreement Program 


and 


@ AMERICAN 


American industry have been built 


prosperity 


up on a policy of “make it easy to 
buy” and with the lopsided condi- 
tion of world trade today it is par- 
ticularly important that all possi- 
ble be 
foreign customers to buy in the 
United States. Thus declared Frank- 
lin Johnston, publisher, American 


done to make it easy for 


Exporter, and authority on foreign 
trade, in a twelve-page supplement 
appealing for a continuance of the 
reciprocal trade program which was 
included in copies of that publica- 
the United 
The exposition 
the Hull 
titled 


tion circulated within 
States last month. 
re- 


of the “truth about 


ciprocal tariff policy” was 
“The Scandal in the Trade Agree- 
ment Program” and supported by 
numerous tabulations and charts to 
show trends of imports and exports 
of commodities by years since 1927. 

The present situation is termed 
a political scandal of an intellectual 
nature and classed with other stu- 
pidity which would not give prac- 
tical consideration to ideas of men 
such as Galileo, Columbus, Charles 
Goodyear, and the Wright brothers. 
“A political scandal,” declared Mr. 
Johnston, “in that after six years 
of such a successful demonstration 
of the policy’s effectiveness in help- 
ing to restore trade, following the 
ghastly experience of 1931, 1932, 
and 1933, so many in congress and 
out, refuse to pay the slightest at- 
tention to the lessons of the last 
ten years and would once more re- 
vert to the logrolling system of 
tariff adjustments, and in face of 
world conditions as they are and 
are likely to be for some time to 
come, would once more hang the 
around our 


Hawley-Smoot tariff 


necks.”’ 


were referred to the Senate for con- 


firmation—a 


proposal advocated by 


opponents because they know it will 


completely sterilize the policy. Never 
once in our recent history has the 
Senate given approval to such an 


agreement, 


1940 


even though Presidents 


Mr. Johnston traces the business 
curve with relation to foreign trade 
from 1929 to date and shows with 
figures that the reciprocal trade 
agreements effected by Secretary 
Hull have materially aided industry 
in the United States and contrary 
to assertion by some have not con- 
tributed to the destruction of any 
industry, including agricultural and 
textile, through increased imports. 

“I, therefore, strongly appeal to 
their 


American manufacturers in 


own best interest to support the 
continuance of the reciprocal tariff 
program which expires this year,” 
he pleaded in closing his presenta- 
tion of facts on the subject. 

“Not that it will make any par- 
ticular difference during the war 
and immediately thereafter, but to 
avoid repeating, along about 1945 
and 1946, 


through the dismal period we went 


the danger of going 
through in both export and domes- 
tic trade in 1932 and 1933. 

“In closing I want to quote these 
words from a_ great friend of 
American Industry: 

"*We must not repose in fancied 
security that we can forever sell 
everything and buy little or noth- 


ing. . . . Reciprocity treaties are in 
harmony with the spirit of the 
times.’ 

“These are not the words of a 


free trader. They are the words 
of a strong protectionist. 

“They are the words spoken by 
William McKinley in the last pub- 
lic address he ever made. 


“If William McKinely 
this truth in 1897, 


realized 
when we were 


still a debtor nation, how much 


more true is it today when we have 
become the world’s greatest credi- 
tor nation, with sixty per cent of 
the world’s gold and another Euro- 


pean war on?” 


Taft and McKinley under whose ad- 


ministrations they had been nego- 


tiated, sent repeated messages to the 
Senates of their days urging ratifica- 
tion; and in spite of the fact that 
those agreements would have been to 


(Continued on page 85) 
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Ideas and comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films— Sales Helps 





American Brakeblok Promotes New 


@ THRE! major objectives are the 
aim of a new sound slide film an- 
nounced last month by The American 
Brakeblok Division of The American 
Car and Foundry Company, Detroit: 
(1) Better business for the jobber; 


2) better business for the service 


man; (3) greater safety for the car 
owner. 
Titled 


the new production 1s designed to be 


“Look, Listen and Stop!,” 


shown at meetings of automotive serv- 
ice men held under the sponsorship of 


Brakeblok 


brake lining. The company’s own rep- 


jobbers selling American 
resentatives and the majority of the 
thirty eight warehouses of the Na- 
tional Automotive Parts Association 
(through which American Brakeblok 
products are distributed to the jobbing 
industry ) are equipped with projectors 
and sound equipment suitable for 
showing the film. 

The job of putting on these meet- 
ings rests with the jobbers and to in- 
terest them in doing so the company 
prepared a sales portfolio with which 
it equipped all of its own representa- 
tives and the NAPA warehouses. The 
presentation 1s designed to show the 
jobber how the company will help to 
get an audience at the meeting and 
gives a detailed step by step suggestion 
of how the meetings should be con- 
ducted. The latter was necessary be- 
cause it 1s impossible for the com 
pany's own representative to be pres 
ent at all of the meetings or to ar 
range for all of them. In many cases, 
therefore, the NAPA warehouse rep 
resentative is called on to do the job 
ind naturally cannot be as fully con 
versant with the whole program as the 
factory men. 

Four short paragraphs at the open 
ng of the portfolio explain the rea 


30 


ound Slide Film 


son for the new film in this manner: 


It’s Interesting to Know Why Amer 
ican Brakeblok Produced This Film 


YOU know of John McLaine, the mem- 
ber of the American Brakeblok engineer 
ing staff who wrote “Modern Brakes,” 
which proved so popular, and was re 
printed in the magazine Brake Service as 
an editorial feature 


Occasionally, when time has per- 
mitted, ““Mac™ has talked at brake service 
clinics held by jobbers in the Detroit terri 
tory. Invariably, the service men attend 
ing these clinics have found them helpful 
and interesting—and invariably, the job 
American Brakeblok brake 


increased following these 


ber’s sales of 
lining have 
clinics 





Naturally we thought it would be 
fine if John McLaine could talk at meet 
ings sponsored by every American Brake 
blok jobber. But there were two draw 
backs: (1) Even if McLaine had nothing 
else to do (and he has plenty to do inside 
the factory), he couldn't possibly get 
around to all the jobbers; and (2) he 
couldn't carry with him all the things he'd 
like to show to the service men attending 
the meeting 

So, here’s a sound slide film, into 
which John McLaine puts all the things 
that he has found to be of particular in 
terest to service men—and in which he 
has shown a lot of things which he has 
never been able to show at meetings where 
he has appeared in person 


Following the introduction, the job- 


ENGINE AND BRAKES ARE TWINS 


_ a2 em, a re 


ER EN OR eG ee ee Se ce Ree age ene mg 


400 4. BRAKES 


bates 


This brilliant portfolio carried the story of American Brakeblok's new sound slide film to jobber 
detailing in step by step fashion how to use the film for meetings of automotive service men 
Included were samples of promotional material for getting attendance, posters, suggested 
procedure, and a summarizing booklet to give to those who view the film. The sheet at th 
right shows views from the film indicating the educational character of the presentation 
Wilding Picture Productions, Inc., produced the film. Sidener and Van Riper, Inc., is the agency 
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ber is told the full significance of put- 
ting on the show in being able to give 
his customers such valuable brake serv- 
ice information and the confidence it 
will build up in the American Brake- 
blok product which is sure to result in 
more business for him. 

From that point on the portfolio 
is devoted to explaining the plan and 
showing how the company assists in 
carrying it out. A self-mailing im- 
printed broadside to announce the 
showing is furnished free, the jobber 
merely addressing and stamping them 
to be mailed ten to fourteen days in 
advance. A sample is enclosed in a 
pocket of the right hand page so the 
jobber sees the actual piece and can 
read it. The next spread likewise pre- 
sents a huge poster which is furnished 
for store display or in large service 
shops. Following comes a government 
postal card printed in two colors for 
a reminder piece. This also is supplied 
free and only requires addressing and 
mailing by the jobber the day preced- 
ing the show. Material for newspaper 
publicity is also supplied and a novel 
follow-up in the form of a court sub- 
poena for the salesmen to hand to cus- 
tomers. 

In seven brief paragraphs the prog- 
ress of the show is outlined so that the 
jobber may see that he is capable of 
staging it. Another pocket carries a 
ready reference brake service guide in 
special imprinted wrapper which is fur- 
nished free for distribution at the 
showing asa permanent and practical 


Then fol- 


lows a five step “Here’s the way to 


reminder of the meeting. 
go about it” resume and a form for 


necessary data as to dates, imprint 
copy, and amount of promotional ma 
terial required. 

A final section of the portfolio gives 
Some suggestions on what the spon 
oring jobber and the chairman might 
1y in conducting the meeting at which 


Look, 


vith an explanatory 


Listen and Stop’ is shown,” 


note that the 
thought can be conveyed in the speak 
rs’ own language. 

The portfolio is 9x12 inches in size, 
echanically bound in stiff covers 
yrinted in red and vellow, lacquer 
nished. It is a fine example of a 
intelligently 
Side- 


and VanRiper, Inc., Indianapolis, 


irefully prepared and 


re sented promot ional program. 


the company’s agency. The film 
is produced by Wilding Picture Pro- 
ictions, Inc., Detroit. Copy in au 
motive papers is featuring the film 
| 


the trade. 








The most extensive telephone broadcast ever held occurred last month when Independent 
Pneumatic Tool Company, Chicago, used a twenty station two-way hookup, including three 
foreign countries, to introduce its new Thor-Nado electric hammer to its distributor organiza- 
tion. Grouped around the microphone in the home office of the company shown here are 
William A. Nugent, vice-president; Neil C. Hurley, Jr., vice-president; Neil C. Hurley, president; 
Leonard S. Florsheim, chairman executive committee; Norman Kirchner, advertising manager 


International 


Telephone 


Broadcast 


Used to Get “Over Night’’ Distribution 


Pneumatic 


@ WHEN 


Tool Company, Chicago, wanted to 


Independent 
get quick distribution for its new 
Thor-Nado portable electric hammer 
last month it thought there could be 
no better way than to have the men 
who designed it, built it, and would 
be responsible for its promotion and 
sale to tell the company’s representa- 
tives and distributors about the revo- 
lutionary machine and point out its 
marketing possibilities. To do this in 
the shortest time possible and do it 
impressively and dramatically it was 
decided to arrange tor an international 
telephone broadcast direct from the 
home ofhce so that the entire distribu- 
tive organization would get the story 
simultaneously and also could give the 
company their reactions over the two 
way hookup which was set up. Thus 
the introduction of the new tool 
would be accomplished in one evening 
and from there on intensive sales work 
could begin. 

Arrangements were completed 
through the conference service of the 
telephone company for connections 
with loud speakers in eighteen cities 
in the United States and three foreign 
Caracas 
British 


war censorship would not permit simi- 


points: Sydney, Australia; 


Venezuela, and Manila, P. I. 


lar hookups at London and Bombay. 


The time was set for 7:30 p. m. cen- 


tral standard time, the broadcast last 


ing tor thirty minutes, ten of which 
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at the end was allotted to comments 
by distributors to the officials back at 
Chicago. More than 400 persons par- 
ticipated in the event, and the tele- 
phone hookup was the largest ever 
made for conference service. 

In preparing for the broadcast, sam- 
ples of the new Thor-Nado were sent 
to the outlets along with copies of the 
script to the person in charge. The 
tool was prominently placed at the 
front of the room but kept covered 
until the proper point in the broad 
cast was reached when it was unveiled 
in dramatic fashion, thus adding sus 
pense and multiplying interest. After 
the broadcast the audience was per- 
mitted to inspect the tool and witness 
demonstrations. 

The entire program was a decided 
success, according to Norman Kirch 
ner, advertising manager, and distri 
effected “over 


bution was actually 


night.”” A campaign of spreads in se 
lected industrial publications is being 


launched to support the selling effort. 


t 


Issues Special Book 

for One-Hundredth 
Anniversary 

@ STARTING from a vegetable ket- 
tle in 1840, then to 800 pounds a day 
in 1850, and finally to its present daily 


150.000 
Morrill 


pounds, the 


New 


capacity of 


George H. Company, 





3| 





Sales Promotion . . 





York, manufacturer of printing inks 
for the past 100 years, celebrates its 
centennial of progress by the publica- 
tion of an attractive ten-page bro- 
chure carrying the history of the or 
ganization from the days of its in- 
ception. 

lo further mark its anniversary the 
company announces to the printing 
ind lithographing fields a unique mer- 
chandising plan. Because of the ever- 
growing tendency toward specializa- 
tion in the industry, a series of equally 
specialized ink books have been pre 
pared, each designed to answer par- 
ticular needs. These books, illustrated 
ind described in the brochure, mark a 
new departure in ink and color presen 
tation in an effort to avoid generaliza 
tions and to exhibit inks on specific 
stocks for speciNc presses and types of 
products. With these books the printer 
will be able to solve his color prob- 
lems on a practical basis, referring to 
ink specimens that make use of his 
own materials—specimens that were 
printed under regular conditions of his 
own shop and by printers of his own 
calibre. 

The book 


burlap inks shows them printed in a 


describing cotton and 


range of colors on pages made up of 
bleached and unbleached muslin and 
on burlap; that describing corrugated 


ind fibre-board inks are printed on 





jute and kraft stock: metallic ink 
specimens are printed on cellophane, 
label, enamel, flint, regular box, kraft 
box, patent and clay coated stocks; 
and carton inks are printed on various 
qualities of carton stock. 

The brochure, printed in brown and 
gold on cream stock, is 8'2 x 10% 
inches in size, with a cover bound 
with plastic rings. A business reply 
form is enclosed listing the specimen 
books described in the brochure, re- 
questing that a check mark be placed 
before each book desired. 

In connection with its centennial 
celebration the Morrill company is 
preparing one of the largest advertis- 


ing programs in its history. 


t 
Brown Instrument Dater 
Has Instructive Charts 
@ THE 


pany’s 1940 calendar, starting with 


Brown Instrument Com- 
the current February and ending with 
January, 1941, was issued last month, 
avoiding the _ first-of-the-year rush. 
Injecting a little mirth into the seri- 
ous industrial picture, each of the 
twelve sheets features a cartoon deal- 
ing with variovs problems of boiler 
room operation in a humorous vein. 
Not intended wholly to amuse, how- 
ever, at the bottom of each page are 


illustrations of various Brow n instru- 


One of the series of booklets featuring inks by George H. Morrill Company, New York, in 
This one is especially interesting because it is 
printed in a range of colors on bleached and unbleached muslin and burlap so that there 
an be no misconception of how the inks will look in actual practice under regular conditions 


connection with its centennial celebration. 
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The new Brown Instrument calendar starts 
with the month of February. Humor is in- 
jected into the pictorial subject at the top 
of each sheet, while instructive product data 
and illustrations are shown at the bottom 


ments and helpful engineering infor- 
mation in the form of feedwater and 
saturated steam temperature tables, an 
evaporation chart, a “COs chart, and 
a number of steam and water flow 
capacity tables. 

The calendar is bound at the top 
with a mechanical binding and in- 
cluded are a special hanger clip and 
instructions for turning the sheets 
each month without tearing them off 
sO as to preserve the handy data in- 


cluded on each calendar page. 
t 
G-E Supply Show Takes 


Products on Tour 
e TYPICAI of the 


used so effectively by the General 


showmanship 


Electric Company, the General Elec 
tric Supply Corporation is sponsoring 
a traveling show which presents the 
latest electrical equipment comprising 
twenty lines from switchgear to 
fluorescent lamps and includes a dem 
onstration of the famous G-E Hous: 
of Magic. The show now on tou! 
opened at Hartford, Conn., last mont! 
and will visit Buffalo, Cleveland, De 
troit, Chicago, Cincinnati, Pittsburgh 
Baltimore, Philadelphia and Newark. 

The production is staged in larg: 
auditoriums available in the cities o1 
the schedule and consists of twenty 
tons of equipment with demonstration 


(Continued on page 36) 
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HAT the railways are thinking and planning in terms 

of improvements to their service and facilities is em- 
phasized by the trends of recent years. The new develop- 
ments in railway motive power and rolling stock .. . the 
new standards of fast service, both freight and passenger 
and the resulting increased demands upon shops, 
roadway, track and structures . . . forcefully demonstrate 
the keen desire of the railroads to modernize their service 
ind facilities to the fullest extent permitted by traffic 


and earnings. 


In the railway market, five distinct avenues of selling 
approach are open to manufacturers. These avenues 
lead to: the executive, managerial and purchasing group: 
the mechanical department; the engineering and mainte- 
nance department; the electrical department; and the 
signal department. From these the manufacturer can se- 
lect for himself the shortest path to his particular audi- 


nee, and thus concentrate his efforts without waste upon 


the railway men important to him. 


Simmons-Boardman Publications 


30 Church Street, New York. N. Y. 


105 W. Adams St.,Chicago Terminal Tower,Cleveland Washington, D.C. 


530 W. 6th St., Los Angeles 


ALL A.B.C, - A.B.P. 


185 California St., San Francisco Henry Bldg., Seattle 


Selective. Well-Directed Selling 


in Today’s Improvement-Minded 


Railway Industry 


You can select and reach your own railway audience 
among the above groups through the five Simmons- 
Boardman departmental railway publications. Each 
publication is devoted exclusively to a definite branch of 
railway service . . . and each one has a specialized cir- 
culation of men who authorize, specify and influence 


railway purchases—men upon whom the salesmen must 


call to get orders. 


Those manufacturers who conduct vigorous advertising 
campaigns, properly directed to their specific railway 
audience through the Simmons-Boardman railway pub- 
lications, will be in the best position to secure favorable 
consideration for their products when railway buying 
programs are being considered. Your advertisements in 
these outstanding railway publications can and should be 


an effective aid for increasing your 1940 railway sales. 
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“WAKE UP AMERICA!” Ax these familiar words and 


the crowing of the cock, each Tuesday evening, all Ameri- 


ca stops to listen to the Number 1 quiz program of the ~ In 


airways, Canada Dry’s Information Please. This weekly 
test of wits has in two short years pulled over two million 
questions and averages over 19,000 letters a week from 
listeners. 

Sparkling humor, quick wit, acid repartee — these are 
consistently delivered by Clifton Fadiman and his board of 
experts: John Kieran, sports authority of the New York 
Times, Franklin P. Adams, better known as“F.P.A.,” whose 
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Thompson. Ee? cea 
See if you can match the experts at th “game of wits. 
Every accepted question wins $5, and every stumper wins 
$10 more —and a 24-volume set of the Encyclopaedi. 
Britannica. That’s when the listeners chuckle, that’s when 
the cash register rings — why that’s next Tuesday nigh 
over NBC at 8:30 EST! 
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...1S the cry of YOUR metal-working customers, too 


eagerly and use it as a basis for their own equipment pur- 
chasing. This year, the Government, too, is interested, for 
this Inventory, only one of its kind, shows metal-working’s 
capacity for national defense. But production men, the Gov- 
ernment — and you — still request more. . . 


Current high production demands leave the metal-working 
executive little time to keep up with new developments, 
but buyers of his products insist on strength, lightness, 
toughness and long wear. That means new materials, each 
with special uses, each creating new problems in machining, 
fabricating, joining, heat-treating, finishing. Hence, metal- 
working executives need stronger and harder cutting mate- 
rials, special processes, ultra-modern methods, faster and 
more accurate machines. They must learn these things 
| quickly, completely, correctly. Their data must be terse, per- 
tinent and new. That's why production executives in this 
country and abroad pay to read American Machinist, which 
fortnightly answers their plea for . 


INFORMATION PLEASE! American Machinist's editors 
scour the world for it! War clouds gather, and the editors 
speedily publish a 5-part survey of America’s defense equip- 
ment in arsenals, Navy yards, air bases, and industry — for 
as important as weapons themselves is the capacity to pro- 
duce them. The series wins a coveted editorial award, but 
more importantly is a major factor in awakening the coun- 
try to its need. Today, each issue carries an authoritative 
article on some phase of production of National-Defense 
items. Little general, yet condensed, factual informa- 
tion is available on the composition and working of mate- 
rials — so the editors produce, within 18 months, seven 16- 
page working handbooks, covering stainless steels, wrought 
bronzes, cast coppers and brasses, plastics, SAE nickel steels, 
the cutting carbides and high-speed steel. Major articles and 
shop ‘‘kinks’’ supplement them, each explaining an easier, 
cheaper way to do a familiar job. Production men find 
these data so valuable that, in 1939, they buy over 135,000 
reprints. And still they ask for more .. . 





. 
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INFORMATION PLEASE! So, in 1939 we describe almost 
1200 mew machines, materials, accessories, tools and sup- 
plies. And metal-working asks, “How does our present 
equipment compare ?’’ Once each five years, the editors pro- 
e: vide that answer too. Their Fourth Inventory of Metal- 
be Working Equipment, now in process, will be published in 
a big Modernization Number May 29. It lists numbers of 
units of equipment installed throughout metal-working and 
the proportion over 10 years old, Production men await it 


INFORMATION PLEASE! This the production ex- 
ecutive asks if he is to buy your products intelli- 
gently. Tell him all he wants to know — consis- 
tently, dominantly in American Machinist — for 
63 years his fortnightly report of what's new in 
metal-working. It is his buying guide. For details, 
our suggestions, or any of the reports above, 
write TODAY. 











INFORMATION PLEASE! So American Machinist's re- 
search department provides statistics on metal-working, who 
buys, how they buy, and what they read. Thirty-six file 
drawers of current data are ready to answer your questions. 
Some information, hitherto unobtainable, is published, like 
the present series of surveys of five typical metal-working 
cities, listing a// metal-working plants, their products and 
details of their size. Then, by name and title, just which 
production men make buying decisions — and how. An- 
other booklet reprinted twice within a month, shows why 
“It Pays to Advertise IF . . .” you use industrial publica- 
tions. Then there are our detailed production plant records, 
our continuing analysis of circulation, our constant critical 
testing of our product by the best method in the world 

by asking our readers. These readers ask, from you, more 


INFORMATION PLEASE! Almost 500 regular advertisers 
describe their products and their benefits to this interested 
audience of top shop executives, who read and remember 
when the time comes to buy. Here are some examples of re- 
turns to advertisers who use the ty pe of copy which brings a 
direct response. A gear manufacturer offers two new cata 
and gets 900 requests. A setscrew manufacturer 

at 12 cents apiece, 
-and 92% of metal- 


logs 
offers a layout triangle 
Phillips offers a new type of screw - 
working know about it within a year, 71% through ad- 
vertising. In a half-page, a speed-reducer manufacturer 
offers a new unit. One reader who sees it tells a friend, and 


and gets 600 


the two buy over 200 reducers! American Machinist adver- 
tising has been producing results like these for 63 years, 
and can do the same for you! 


---------------- 


| AMERICAN MACHINIST, 330 West 42nd St., New York, N. Y. 





| Please send me at once, without obligation, the items checked below: 


[] ABC Statement [] NIAA Report [] It Pays to Advertise IF 


Surveys of Metal-Working Buying Practices in: 


[] Milwavkee [[) Hartford [J Syracuse [] Houston 


] Specifications, Issue & Closing Dates. [_] “Information Please” folder. 


_] Data regarding Modernization Number, to be published May 29 
Reprints of Editorial Special Sections on the Working of: 

[] Stainless [] Bronze [] Copper&Brass [] SAE Nickel Stee! 
[] High-Speed Steel [] Cutting Carbides [1] Plastics 
Raemnt B- TOR.. ccecierevscasienecvessnsccncsconctinnsnbintitimmniiine 

Company 


eth cincesecs ; 


Sales Promotion... 





was 





Hinde & Dauch Paper Company uses this interesting method of presenting case studies 


illustrations 
inserts are 


of packaging with the 


folio Most of the printed 


of motors and controls, pyranol trans 


formers, switchgear, time switches 
ind instruments, small heating devices, 
wire and cable, 


voltage regulators, 


wiring material and various types of 
lamps and fixtures 

Codperating with the General Elec 
tric Supply Corporation in presenting 
American Blower Com- 
Miller 
Company, Curtis Lighting, Inc., and 
& Mtg 


t 
Publishes Directory of 
Product Literature 
@ TO ENABLI 


ivail themselves of the 


the show are 


pany, Holophane Company, 


Trumbell Electric Company. 


customers and pros 
pects to better 
vast amount of literature on its prod 
Allis-Chalmers Mfg. 
Milwaukee, has issued a directory of 


1,610 dif 


ucts, Company, 


this material which covers 


ferent products The booklet is of 


' ’ 
pocket size, thirty-two pages, and lists 


| se 
numerical ordet more than +0 


11 
epal it< bullet ns ind other eneineec! 


| 
nes 1ids now available from the com 


pany on request 


The documents listed include 280 


tems on power, ¢ ectric il, ind indus 


1 ' 
rial machines; some forty instruction 


books and repair parts bulletins: and 


, 
thirty-eight catalogs and folders on 


tractors, farm equipment ind road 


MAC hinery 


36 


and data 


in 


of a port- 
process 


sheets held in 
duotone, some in 


two pockets 
three color 


Presents Case Studies 


In Portfolio Style 

@ TIMED to capitalize on the wide- 
spread interest in factual material on 
actual packages, The Hinde & Dauch 
Sandusky, O., has 
a portfolio of “Close-Ups of 
Boxes.” The 


interest be- 


Paper Company, 
issued 
Successful Corrugated 


promotion takes on new 








cause of the manner of presentation 
as a portfolio of loose sheets rather 
than conventional booklet form. 
Boxes which are considered out- 
standing accomplishments in present 
day packaging, according to the com- 
pany’s judgment, are illustrated and 
described on full page inserts held in 
pockets in either side of the cover. 
Each package illustrated is virtually a 
case study with brief comments on 
type, size, design, and use under a 


Most 


of the inserts are printed in duotone, 


heading ‘Detailed Information.” 


while some are in three-color process. 

The portfolio was designed as part 
of the company’s service in keeping 
interested persons informed on new 
ideas in the trend of packaging and 
packing. 

t 

Industrials Share Best 
House Magazines Awards 
@ IN A 
ducted by the House Magazine Insti 
tute, New York, to determine the best 
house Maga- 
zine,” published by Monsanto Chem- 


nation-wide contest con- 


magazines, ‘Monsanto 
ical Company, St. Louis, and “Watch” 
published by American Mutual Lia- 
bility Insurance Company, Boston, 
last month were adjudged the best in 
the internal and external fields respec 
tively. 

Awards were announced by Lucian 
Bernhard, well-known type designer, 
as head of the Institute’s Awards Jury, 


(Continued on page 73) 





One way to show what is inside a product and how it works is to use a die cut booklet 
Nash Engineering Company did to emphasize the salient points of its glass pump. Turnin 
the pages gives the same effect as taking the pump apart, while copy at the top of the pag* 


explains its construction and merits. 


Printed 


in three colors: blue, black and _ silv 
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chine Design 
chinery ; 
ufacturers Record ... 
rine Engineering & Ship- 
ng Review 
thanical Engineering 
| Industry . 
al Progress 
tals and Alloys 
| & Factory 
l) Supplies 
jern Machine Shop 
114x614) 
tional Petroleum News (w) 
tional Provisioner (w) 
& Gas Journal (w) (9x12) 
Weekly (w) 
a Industry and 1 Paper 
rid 
t Paper Mill. 
t Trade Journal (w) 
sil Points 
& Quarry 


wer 


r Plant Engineering 

é silent Builder (10%ax!5) 
Rey 

bduct Engineering ....... 
Kducts Finishing (414x8'4) 
EE Sh cin a woe be ore ; 
FS ee eee 
‘way Purchases & Stores 
mer & Natural Gasoline 
anufacturer 
tds & Streets............ 
thern Power & Industry 
tl (w) Rak hae ecm ate mika 
lephone Engineer seca ancd 
phony (w) 
ttle World ............. 
‘er Works & Sewerage.... 
ter oe Engineering 
ol-W 


Total 
Pages 


1939 


3 


957 


575 
721 


2,039 


Nwe ee 


498 


,832 


405 
498 
835 
603 


526 


995 


500 
789 
532 


996 
552 
476 


,318 


325 
854 


,170 


444 


726 
263 


Western Construction News. 

The Wood Worker.......... 

Wood-Working Machinery 
EY eo ia cand wx ence 


py) a ee eee 
Trade Group 
American Artisan .......... 
American Druggist ......... 
American Exporter ......... 
Automobile Trade Journal... 
Boot & Shoe Recorder (w).. 
Building Supply News...... 
Commercial Car Journal.... 
Domestic Engineering ...... 
Electrical Merchandising 
0 TE eee ea ee 
Farm Implement News (bi-w) 
Hardware Age (bi-w)..... ‘ 
Jewelers’ Circular-Keystone.. 
Mida’s Criterion.... 
errr ee Te 
TET eT 
Motor World Wholesale 
Plumbing & Heating Trade 
Db cikse nan waren 
Sheet Metal Worker......... 
Southern Automotive mae 
Southern Hardware .. 
The Sporting Goods Dealer. 


MONEE A wadkesksneeesdn 
Class Group 

Advertising Age (w) 
CREED avcactcesncnesas 
American Funeral Director... 
American Restaurant ....... 
Hospital Management ....... 
Hotel Management ......... 
Industrial Marketing ....... 
Modern Hospital ........... 
DUREION SD DEMONS occ cccscscs 
Oral Hygiene (4 5/16x7 3/16) 
Restaurant Management ..... 
Tramec WerId CW)... cccscces 


ER a 9 


From Industrial Marketing’s tabulation of advertising 
volume of Industrial, Trade and Class Publications 


nly all business publications 


Total 
Pages 


1939 
781 
475 


665 


76,285 


676 
842 
,361 
491 
1,625 
466 


tN 
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BUT 


all other 
types of 
magazines 
as well 


Total 

Pages 

1939 

Saturday Evening Post. 2,563 
:. ee eee oe 2,380 
a . . <rre 2,311 
Se ae 1,678 
LIES SR aE oe 1,654 
ee ds os. aerate aie 1,509 
Business Week........ 1,267 
Good Housekeeping ... 1,115 
Harper’s Bazaar ...... 1,034 
PY v-abdcebees4e 04s 966 


From Printers’ Ink tabulation 
of total advertising linage in 
leading weekly, monthly and 
women’s magazines. 


239 W. 39th St. 
New York, N. Y. 
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How and What Does “Readership” 
Read? 


Some startling observations on readership of adver- 


tising and editorial material. 


@ MANY magazine publishers would 
have you believe that the glittering 
content of their editorial pages is a 
wonderful bait which teases theit 
readers into perusing the advertising 
sections of their magazines. They tell 
you that the quality of their particulas 
readership, as developed by the spar 
kling effusions of their editorial de 
partment, is practically a guarantee of 
greater advertising value—and they 
often charge accordingly. I am afraid 
that these SUR gestions tend to be 


“slightly exaggerated.” 


In the first place, I submit that 
readers read advertisements if, as, 
when, how, and where they damn well 
please. Second, that editorial excel 
lence may lead readers to the adver 


tising, but it cannot make them think. 


Look at how your friends, associates, 
ind acquaintances read magazines! 
Watch how vou yourself read them! 
What do you find? When a man is 
working, his conscience points out 
that the boss is paying tor his time 
ind therefore it should be spent in 
improving or maintaining the boss’ 
business. So he scans the advertising 
section carefully for new offerings 
that might be of practic il use in the 
business. In doing this, I regret to say. 
it iS Quite possible that he will find 
worth while items in the smaller ad 
vertisements as well as the large ones 
Che editorial section may come in for 
1 hasty thumbing-through during 


working hours; but remember it gen 
erally is not good torm to read in 
structive or educational articles, much 
less those that ire merely interesting, 
on company time. Sometimes he takes 
the book home to read the excellent 


Stories on production methods and 


By ARTHUR B. BRAND 


Account Executive, Earl M. Cummings, 


Advertising, Rockford, Ill. 


other worth while and interesting sub- 
jects presented on the non-advertising 
pages. Isn’t this the kind of “reader- 


ship” you are acquainted with? 


When reading the ads, how do your 
subjects go about handling the maga- 
zine? Do they open to the high-priced 
and very important inside front cover, 
and then proceed through the front 
section, then the full pages in the 
back, then into the fractions, ending 
up in a blaze of importance on the 
back cover? Maybe! But quite a 
number of typical readers have pointed 
out to me how much easier and 
handier it is to hold the book in the 
left hand, flipping the pages over idly, 
beginning at the back and proceeding 
rapidly but evenly toward the front. 
They stop now and then for a look at 
occasional interest-catchers—and for 
a long satisfying pause to read in de- 
tail for the tenth time their own 
advertisement! The editorial section? 
Oh, we'll check that over later when 
we have more time. Haven’t you seen 


that a lot of times? 


How about “position next to read- 
ing,” “island half pages,” and the like? 
A perfectly wonderful idea—the poor 
reader cannot help but see your adver- 
tisement if he is reading the adjoining 
article; having once seen it, there are 
only a few little steps until he places 
the order. But wait! Haven't we in 
dicated above that said reader, when 
reading articles is fairly well insulated 
against advertising Circes? Even if he 


does see them and pay some apparent 


What do you think? 


attention, printed selling arguments 
are often automatically tuned out of 
the consciousness the same as you can 
avoid listening to radio commercials. 
Special position is a tempting lure to 
space buyers, who, however, should 
not forget that “Prominence often 
makes an Obstacle more Easily Avoid- 
able.” 

Now let us consider the claim to 
superiority of editorial content, put 
forward by at least one publication 
in every field, with its connotation of 
greater advertising value. Compare 
this situation with a road on which a 
billboard is to be placed. Suppose that 
the road is made wider and more beau- 
tiful so that more and better cars are 
attracted to pass along it. Does that 
make the billboard more valuable, a 
better advertising medium? Just re- 
member that, when driving, you are 
supposed to Keep Your Eyes on the 
Road. Reading a magazine, you may 
prefer not to be distracted by having 
to glance at the surrounding scenery 
and be faced occasionally with an 
advertisement. Big shots and _ little 
shots, all being people, react pretty 
much alike under these circumstances. 

I suggest that the average space 
buyer is often being taken on a statis 
tical bender. To modify this tendency, 
let him observe the reading habits ot 
himself and those around him, and 
judge accordingly. Publishers’ reps 
will say “Oh, but you are different!” 
which is very flattering—and quite 
misleading. Let us have more persona! 
contact and less chart-reading in ou! 
selection of media. After all, most 
writers of advertising and practicall) 
all readers of it belong to the fallibl 
genus homo rather than the infallible 


genus robot. 
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Relation of Marketing to Purchasing 


@ ALTHOUGH the primary objec- 
tive of the newly published “Industrial 
Purchasing” written by Howard T. 
Lewis, Protessor of Marketing, Har- 
vard University, is to present in an 
orderly fashion a discussion of the 
general principles which underlie the 
second procurement of the materials, 
parts, supplies, and equipment required 
by a manufacturer in the normal con- 
duct of his business, the author devotes 
several pages to show the relation of 
purchasing to marketing, and tends to 
prove why there is every reason for 
extremely close coéperation between 


t hese two depart ments. 


‘One reason why this relationship 
has not been so profitable,” Prof. Lewis 
declares, “is that both the sales man- 
iger and the advertising manager, as 
vell as the purchasing ofhcer, have 
been prone to look upon purchasing 
(except, of course, in the case of pur- 
chasing for resale) as essentially a pro- 
duction matter. Yet both the purchas- 
ng department and the sales depart 
ment should recognize definitely and 
clearly that each can gain tremendous 


ly from the other 


One phase of marketing in which 
both departments have an extremely 
close interest is merchandising 
[his matter of merchandising is of 
concern to the purchasing officer in 
two ways. One relates to its cost im 


ications. The other deals with the 


p 
constructive suggestions W hich the 
purchasing department should be able 
to contribute to the merchandising de- 
partment as a more or less incidental 
result of the efhcient performance of 
its major duties.” 

In discussing the subject as it re 
lates to advertising, the author states: 
In the interests of adv ertising depart 
ment efhciency, the procurement of 
idvertising materials and of printing 
has been assigned by some companies 
to the purchasing officer There is 
much to be said for this policy. The 
relationship between the advertising 
ind the purchasing department in this 
respect 1s exactly inalogous to the re 
lationship between the engineering and 
tne purchasing department. The id 
Vertising manager 1s responsible tor 
the results of his trade promotive 
methods It follows, therefore, that he 
should be the final judge of the speci 
fications which govern plates, electro 


types, containers, paper, and similar 
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materials. He is responsible for the 
selection of the media to be used as 
well as for layout, text, and similar 
problems. Matters of this kind are 
essentially within his province. How- 
ever, after a decision has been reached 
on the character of a particular print- 
ing job, for instance, there is just as 
much reason for placing in the hands 
of the purchasing officer the responsi- 
bility for letting the printing contract 
as there is for giving that official the 
responsibility for the procurement of 
engineering materials. One company 
that adopted this policy claims that 
after three years of experimentation 
with this type of procedure it received 
thirty-three and one-third per cent 
more value per advertising dollar than 
it had received when the advertising 
department performed its own pur- 
chasing. This increase in value was 
primarily the result of savings made in 


prices paid for printing and paper.” 


With a table, the author shows that 
in twenty-eight per cent of the com- 
panies covered by a survey of the Na- 
tional Association of Purchasing 


Agents, the materials used by the sales 


and advertising departments are bought 


by the purchasing department. 


Ina chapter devoted to the “Sources 
and the Assurance of Supply,” cata- 


logs, trade journals, trade directories, 





One of a new series of pages in a cam- 
paign for Highway Trailer Company which 
will feature famous highways. To make the 
prospect think favorably of Highway trail- 
ers every time he sees or thinks of a high- 
way is the goal. Van Auken-Ragland, Inc., 
Chicago agency, is directing the campaign 
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and salesmen are given as potent 
sources of information. 

Several pages are also devoted to in- 
dustrial advertising as a source of in- 
formation. It is pointed out that its 
exact value is a matter of dispute, but 
the author states: “In spite of the high- 
ly unsatisfactory nature of much in- 
dustrial advertising, judged from the 
purchasing officer’s standpoint, it is 
still true that these buyers find it prof - 
itable to scan such material with con- 
siderable care. Although much of it 
has but little value, some of it con- 
tains really informative and helpful! 
data, well presented. The alert buyer 
can ill afford to miss this type of ad- 
vertising. It is hoped that in the fu- 
ture more advertising will be directed 
specifically to purchasing men and be 
written by those who understand the 
nature of the purchasing function.” 

The book is published by Business 


Publications, Inc., Chicago. Price $4 





Wischerath Receives 
Double Honors 


Lambert J. Wischerath, advertising mar 
ager, Buffalo Foundry & Machine Cor 
pany has been 
named chairman of 
the industrial ses 
sion of the Advert 
tising Afhliation 
meeting to be held 
at Hotel Statler, 
Buffalo, May 3 and 
4. Don Allshouse, 
advertising man 
ager, Northern 
Equipment Com 
pany, Erie, Pa., is 
president 

Mr Wischerath 
has also received 
the honor of ap 
pointment by May 
or Thomas L. Holling to the Buffalo 
Sewer Authority which is comprised of 
five men. Mr. Wischerath has been with 
the Buffalo Foundry and Machine Com 
pany tor seventeen years and at one time 
was editor of American Blacksmith and 
the English edition of La Hacienda 
former export publication 





L. J. WISCHERATH 


Changes at McGraw-Hill 


George W. Pfeil, formerly manager of 
Transit Journal, Bus Transportation and 
Aviation, has been given full publishing 
responsibilities of these publications 

Leslie E. Neville, formerly managing 
editor, has been appointed editor of Avia 
tion, succeeding S. Paul Johnston who re 
signed to become Coordinator of Research 
with the National Advisory Committee for 
Aeronautics. 

Carl Norcross, author of several books 
on the subject. has been added to the edi 
torial staff of Aviation 


Liggett Adds Ventilator Account 


Carl Liggett, Cleveland, who has beet 
handling advertising of steam specialties 
division, Swartwout Company, Cleveland 
has been awarded the ventilator divisiot 
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Codperate with Publishers 
In Publicity 
@ PUBLICITY should not be a one-sided prop- 


osition with the advertiser handing out releases 
(and expecting that they be used) on only those 
matters which are most advantageous to him, 
but rather a coéperative service which helps both 
the manufacturer and the publisher. Every pub- 
lisher, or rather editor, knows of too many pub- 
licity seeking companies who do not take this 
broad viewpoint. 

Advertising managers, who in the majority 
of cases also play the role of publicity purveyors 
for their companies, could do a valuable public 
relations job for their firms with editors if they 
would develop the broader viewpoint of pub- 
licity and make a definite effort to give the 
publications in their major markets editorial 
material of real significance to the readers and 
of actual usefulness to the editors. This would 
result in a mutual codperative service of far 
greater value to the advertiser than the routine 
publication of the usual “hand me outs” which 
overflow every editor’s trash can. 

In other words, advertisers who ask favors of 
editors in the way of “publicity” should first be 
sure that they are in a position to return the 
favor when editors ask of them stories about 
their products, plants, or operations which defi- 
nitely fit into their editorial program. Selfish- 
ness never results in effective publicity. 


Preparing Workers for 

Industrial Advertising 

@ REALIZING that the growth and success of 
industrial advertising as a profession and a busi- 
ness force largely depends on an available supply 
of capable manpower to carry it on, Industrial 
Marketers of Cleveland, chapter of the National 
Industrial Advertisers Association, have taken 
the first step toward the formation of a “Junior 
Afhliate” group to prepare men for the task. 
Active and associate members have been ex- 
tended the privilege of inviting suitable young 
people to attend the remainder of meetings this 
season, without charge, to spark their interest 
and develop their desires and ability to follow 
industrial advertising as a profession. 

In announcing the plan, President J. L. Beltz, 
advertising manager, Thew Shovel Company, 
Lorain, O., emphasized that the Junior Affliate 
was not being set up as a subdivision with the 
idea of increasing membership or obtaining addi- 
tional dues, but rather: 
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1. To interest young people in the possibili- 
ties and future of industrial advertising. 

2. To provide a series of meetings (possibly 
later a course of study) whereby such young 
people may become better acquainted with ad- 
vanced phases of the technique and functions of 
industrial advertising. 

3. To help assistants now working in adver- 
tising departments to prepare themselves for 
promotion. 

4. To provide a source of pre-educated young 
people from whom advertisers can draw as their 
departments require additional personnel. 

5. To provide a group of people, who as they 
develop into positions of authority in industrial 
advertising, will be the reservoir from which 
Industrial Marketers of Cleveland can draw new 
members and new blood. 

This is the type of far-visioned program that 
INDUSTRIAL MARKETING has often advocated 
for the N.I.A.A. chapters as a whole and the 
Cleveland chapter is to be congratulated on its 
initiative and ability to look ahead. In present- 
ing the objectives of the program here, the term 


“young people” has been substituted for “young’ 


men,” as in the original announcement, the 
thought being that young women should not be 
barred from industrial advertising work. In 
fact, the N.I.A.A. has among its chapter mem- 
bers a number of women who have distinguished 
themselves in the field, and in the business world 
in general, and more of their kind should be 
encouraged and developed. 


Marketing Men Needed 

In Congress 

@ WHILE politicians in congress were ranting 
last month about the devils in the reciprocal 
trade agreements, practical, experienced market- 
ing executives meeting in a World Trade Con- 
gress in Chicago urged continuance of the agree- 
ments as the basis of post-war commerce. There 
is nothing unusual about this wide difference of 
opinion, but it merely serves to make one won-. 
der how much longer business men will continue 
to send pedigreed politicians as their representa- 
tive to Washington and still expect that their 
legitimate interests be protected. Better busi- 
ness and reasonable profits for some years to 
come can materialize only through increased 
trade. Foreign trade is vital to the industrial 
progress of this country and some marketing- 
minded men are needed in Washington to pro- 
tect it. 
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DOUGLAS C. McMURTRIE 


ANNOUNCING THE 


BEN D. WALDIE 


se men constitute the Jury of Awards for "Industrial Marketing's" third annual competition for editorial awards for business papers 


Third Aunual Editoricl Awards 
for Business Pampers 


@ INDUSTRIAL MARKETING announces 
its third annual competition for edi- 
torial awards for business paper with 
competition in five classifications. The 
competition was inaugurated two 
years ago for the purpose of providing 
recognition for editors of business pa- 
pers who do outstanding work in 
creating interesting and helpful edi- 
torial material for their readers and 
render constructive extra-service for 
the industries they represent. 

Two new classifications established 
last year took into consideration cur- 
rent trends in editorial practice in 
business papers, i.e., pictorial reporting 
and public and employe relations ac- 
tivity. The five divisions under which 
awards will be made this year com- 
prise the following: 

1. For the best series of articles or 
editorials, or general editorial cam- 
paign around a definite objective. This 
may be a series running over a period 
of time or combined as related articles 
in one issue. 

2. For the best single article or edi- 
torial pertinent to the advancement 
ind welfare of the field served by the 
paper. This may be a technical ar- 
ticle, or an article or editorial treat- 
ing a problem confronting the indus- 


try and suggesting a solution. 


3. For the best pictorial reporting 
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job, either of a news nature or that 
of telling a story exclusively with pic- 
tures and captions. This classification 
is established to stimulate greater use 
in business papers of this technique 
popularized by picture magazines in 
the general field. 

4. For the best employes relations 
editorial program. This may be one 
or more articles or specific editorial 
program designed either as an indus- 
trial relations job for the industry 
served by the publication, or to en- 
courage and supply useful material 
and ideas for business paper readers 
to use in their own employes relations 
work. 

§. For the greatest improvement in 
typography, format and general ap- 
pearance with regard to functional 
design and appropriateness to the edi- 
torial services rendered. Recognition 
of refinments in publications of estab- 
lished quality appearance will be given 
in the honorable mentions. 

One important provision of the 
competition is that all entries must be 
accompanied by proof of results or 
reaction to the material submitted. 
The competition is open to all business 
papers published in the United States 
and all foreign countries. One first 
award and two awards of merit will 


be made in each division. Material 
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entered must have appeared within the 
twelve months preceding Aug. 1, 
1940, closing date of the contest. 
Additional details of rules and regu- 
lations will be published later. 
INDUSTRIAL MARKETING again 1s 
particularly fortunate in having been 
able to obtain a group of men of out- 
standing experience and distinguished 
service in the industrial advertising 
and publishing fields to serve as a Jury 
of Awards for this year’s competition. 
The jury will comprise two advertis- 
ing managers, two agency executives, 
and an authority on design and layout 
in the graphic arts: Harry Neal Baum, 
manager advertising and _ publicity, 
Fairbanks, Morse & Co., and president, 
Engineering Advertisers Association; 
W. D. Murphy, advertising manager, 
Sloan Valve Company, and vice-presi- 
dent, National Industrial Advertisers 
Association; Ben D. Waldie, Behel and 
Waldie, Chicago agency; W. I. Brock- 
son, vice-president, Commercial Ad- 
vertising Agency, Inc.; and Douglas 
C. McMurtrie, director of typography, 
Ludlow Typograph Company. 
Announcement of the awards and 
presentations of the trophies will be 
made at the Detroit Conference of the 
National Industrial Advertisers Asso- 
ciation, date of which is to be an- 


nounced later. 
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B' SIENESS men are human beings all right. 

They put on their pants one leg at a time. 
same as you and |. They are just as susceptible 
to all the good old eve-catchers of advertising 
as anybody. Stop ‘em with puppy dogs, babies 
or pretty girls. if it fits your story. But to sell 
"em... don't stop there! 

PELL ALL the business paper reader wants 
to know. 

PEL ALL that your prospects want to 
know before they can even think of buying or 
stocking or pushing your product. Tell all of 
its advantages to them. Tell it in their lancuage. 

Properly used. business paper advertising is 
about the least expensive selling tool in use 
today. Improperly used, it can be the dearest. 
Space is merely a multiplier. Put two per cent 
of salesmanship into it with ninety-eight’ per 
cent of gulf and even that two per cent will be 
multiplied by as many thousands of readers as 
the advertisement attracts. But, put ninety- 
eight per cent of salesmanship into it and the 
space will produce just four thousand nine 
hundred per cent greater results for the self-same 
investment. 

Phat is not just theory. Many business paper 
advertisers have changed from the kind of copy 
that just “keeps their name before the trade” 
to the kind of copy that tells the readers what 


Use puppy dogs 
to stop 
em... 


But... if you want to 
sell the markets of 
industry and trade 


Don’t Stop There! 





they want to know. And they have found that 


their business paper advertising can be made to 
carry a big part of the sales load! 

We business paper publishers don't pretend 
to know all the answers. But A.B.P. is in a sweet 
spot to observe the elements that contribute to 
the success or failure of business paper adver- 
lising. So we have prepared a book wes RE 
| 


ness Paper Advertising.” This book contains 


\ Practical Guide To Successful Busi- 


no magic formula for copywriting. Lt simply 
analyzes a number of advertisements that do a 
good job for business paper advertisers selling 
to a wide variety of industries, professions and 
trades. It shows how all of these advertisers 
have applied the same simple principles: the 
“three-point” method of successful advertising... 


|. Define markets: determine sales and ad- 
vertising objectives. 
>, Run copy that tells all that the readers 
| 
want to know. 
3. Lse the right business papers to reach 
known prospects, 
This book is available free to advertisers, agen- 
cies. publishers ... to anvone who is interested 
in using business paper advertising to boost 
sales volume. lower sales costs, maintain selling 


prices and increase profits. 
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TYPICAL RESULTS FROM 


‘““TELL-ALL“’’ ADVERTISING 





Case History Vo. 1 
\ small new company was entering a field 
dominated by four huge concerns. In one 
year, using “TELL ALL” advertising the 
newcomer climbed into 2nd place in sales 
volume! In the first five years, additional 
sales aggregated over fifteen millions of 


dollars! 





Case History No, 2 

\ medium-sized company proposed to start 
aggressively advertising a staple article. 
They checked on where they stood in the 
field before they began... and then again 
after a year of advertising. You guessed it 

.. their position jumped from FIFTH 
place before the campaign to FIRST place 


at the end of the year! 





Case History No. 
The actors: Two huge old-line companies 
selling the same products to consumers. 
decide to sell to industry. Same size selling 
and engineering staffs. Company A_ used 
“TELL ALL” copy in business papers . . . 
Company B didn’t use any business papers. 
What happened? Company A sold industry 
at a substantial profit: Company B at a 


substantial loss. 





Were learning, too 


We believe that the “TEI L VB By 
principle will work as well in media 
promotion as it will in selling goods. 
This is the second of A.B.P.'s series 
of advertisements devoted to the 


“TELL ALL” subject, and we think believe in the principles that we have | The Associate 
it's a lot better than the first. But observed wherever business paper | Room 240 ton Avenue hone: CAledom 
we know that we will learn how to advertising prov ed to be successful. | 369 Lexing City P 
use what we're talking about as we If we have failed to tell all vou want New York obligato" 
along—that the next A.B.P. ad to know in this advertisement, just \ P is the chance - dm 
will TELL ALL in a better way than ask us, and we'll do our best to an- \ As long es stamp © TELL LL. 
this one. swer any questions. Your asking will | a aye or two tr 
In short, we know no magic formula help us make our next advertisement \ good ' 
for successful advertising, but we tell more \ 
J Nome 
, Positio® 








Here is a little sample of some of the im- 
portant points developed in “Tell AU 


¢ “Make your copy informative!” 


“Make your sales story complete!” “Tell 
AL” 

“Don’t generalize: get down to cases!” 

“Sell the applications that you can best 
handle!” 

“Give the reader some idea of prices, or 
costs!” 

“Don’t be afraid of long copy!” 

“Get attention with headlines... but 
make them work for you, too!” 

“Forget about ‘glamour’ in business paper 
advertising!” 

“Aim it only at those particular readers 
who can have an actual working interest 
in your product or service. Don’t try to 
cover the world!” 

“Hiteh technical features and applica- 
tions to the reader's problems and in- 
terests!” 

“Make your advertising USEFUL!” 

“Invite action! Put a ‘hook’ in it!” 

“Give a bigger chunk of the sales job to 
your business paper advertising!” 


Send the coupon, write, wire or phone 
now for your free copy. 


— 
oam 


rs 
Business Pape 


THE ASSOCIATED BUSINESS PAPERS |“""” 


Highest editorial PHONE: CALEDONIA 5-4755 
standards and 
LOOK FOR THE TWO HALL- 
publishing integrity MARKS OF KNOWN VALUE 
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AS INSERT ED 


AS = 


@ WHAT John 


the Four A’s, said over ten years ago 


Benson, president, 


of commercial adv ertising— 


Advertising does not yet command suf 


is still true today of business paper 


idvertising. 


Full Confession Is 
Good for the Sale 


As this pillar of wisdom has many 
1 time and oft reminded its clients, 
the business paper is a marketplace 
which all wise buyers religiously visit, 
not tor entertainment but for know! 
edge—and certainly not for the pre- 
sumptuous assertions of self praise 
which too many industrialists mistake 
tor super-salesmanship. Just as a 
young woman reads fashions, as an 
older woman reads recipes——in order 
to keep up with the parade—so does 
the smart reader of business papers 
follow the advertisements. It’s his 
best way of being sure he’s not miss 
ing any tricks for making his product 
more efhciently or himself more valu 


ible to his employer. 


The very fact that business paper 
subscribers do continue to read their 
business papers 1s highly significant. 
Their desire for knowledge is so in 
tense that they have been willing to 
wade through the pap that has con 
stituted most business paper advertis 
ing mn the hope ot d scovering now 
ind then a fact or an idea that will 
prove useful We repeat 
advertisers have not uni 


despite the 
fact that 

rsally considered the business papel 
is a marketplace, the readers have not 
Why, ad 


Vertisers of products purchased by the 


been wholly discou: iged. 


would b 


tickled to pieces to 
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The Whole Truth and 


Nothing but the Truth: The Copy Chasers 


Discuss “Tell All” Copy . . . How to Write It 


MODERN 7% Nitti TOC SHOULD KNOW ABOUT 








be 


LAMSON & SESSIONS 


know that such a welcome awaited 
their advertising—it doesn’t, so they 
have to buy attention by paying huge 
Charlie McCarthy, Petty 


drawings and the Powers pretties. 


Smooth Sailing No. 8572 


So we think it’s just criminal for the 


tees tor 


Lee Wilson Engineering Company to 
pay all that they had to pay for a full- 
page, full-color, bleed advertisement on 
the inside back cover of Steel, showing 
a sailboat between blue sea and blue 
sky, captioned “Smooth Sailing With 
Wilson Annealing Equipment.”” Name 
and address, nothing more. Add up 
the cost—I.B.C., photograph, letter- 
ing, type, process plates—just to es- 
If Steel 


hasn't the guts to refuse to accept 


tablish a far-fetched analogy. 


such an ad (and we admit you'd have 
to be awfully idealistic to turn down 
an I.B.C.), then we'll take it upon 
ourselves to inform L.W.E. Co. that 
they should have sent the cost of the 
ad to the Finns. 


Time and again, we've heaped gobs 


of praise on the advertisers who pub- 
lish “news” advertisements—folks like 
U.S. Industrial Chemicals, Inc. (‘‘Sol- 
vent News”), Bridgeport Brass Com- 
pany (“Copper Alloy Bulletin”), La 
Salle Steel 
News”). We won’t again take up 


Com pan) (“Stressproof 
the subject of “‘selling house organs” 
(see IM p. 44, Mar. °39) but we do 
want to remind you that when consci- 
entiously devoted to news, that type 
of advertisement is eaten up . . . be- 
cause it’s full of the information that 
the readers want to know. It’s “‘tell- 
all” copy in a particularly effective 


form. 


What's New? 


New products are always news, of 
course, but their presentation would 
be butchered by such treatments as 
“America’s Oldest Widgin Manufac- 
turer Culminates a Century of 
Achievement by—etc.”” How much 
more business-like is the way Wan- 


“Now 


the Waukesha-Hesselman Marine En- 


kesha Motor Com pan) does it. 


gine gives you Electric Drive.” Ob- 
serve this copy carefully—it’s perhaps 
too tight, but it’s meaty; there isn’t 
a word that is fake, not a line that 
is merely hope or opinion: 

The Dynamatic Electric Transmissior 


gives you an electric drive with 97% eff 
ciency an infinite range of speeds 

either forward or reverse trom a craw 
to full speed 

It has no friction ¢ bands 
shoes to wear; no adjustments or take-uy 
are required. It is a true cushion driv 
smooth as an electric motor, with 
mechanical connections between engi: 
and propeller. Torsional vibrations ft 
propeller shaft never reach the engin 
nor do engine vibrations affect the p 
peller shaft. 

Control stations either sing] 
multiple require no mechanical 
ages—no pins, levers or rods—only thr 
small wires to the engine Energizit 
force is provided by the starting battery 

The Waukesha-Hesselman Marine © 


Engine with its easy starting, 


gle leve 
»v a Singie iever 
lutches, 


e 
1 
AINA 
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New Paper TOWEL 
... sSronger when wet 
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pressures, positively timed electric ignition 
in combination with this Dynamatic 
Transmission exclusively Waukesha, gives 
you a marine power plant that insures 
ot only the utmost maneuverability but 
shock-proof smoothness Since this most 
nodern oil engine burns safe, low-cost, 
easy-to-get diesel fuels, you get the great 
est over-all economy. 

But suppose you have the type of 
product that doesn’t permit such en- 
ergetic selling—screw products, for 
example. Lamson © Sessions Com- 
pany demonstrate a very intelligent 
way of keeping its market advised of 
new developments. Headlines: ‘““Mod- 
ern Fastenings You Should Know 
About”; then four squares, each con- 
sisting of illustration plus brief copy; 
sample: ‘““The new Stay-On Lock Nut 
keeps assemblies tight which are sub- 
ject to severe vibration. Slotted crown 
sections, elliptical in shape after heat 
treatment, grips bolt thread like a 
vise. One-piece design. Can be used 
repeatedly.” 

But listen to the copy underneath 
these four squares: “With this adver- 
tisement The Lamson & Sessions Com- 
pany begins a service to industry in- 
tended to supplement the personal calls 
of our representatives. It is a method 
of acquainting you with certain fas- 
tenings developed during the recent 
past which have real significance to 
industry.” There’s a statement that 
sums up a real reason for an advertis- 
ing investment. 

But what if your product happens 
to be such that it isn’t susceptible 
to news announcements with any reg- 
ularity? Do you then fall back on 
professional ‘“‘technique” or — sheer 
claims for superiority? 

Not at all. 


get you should give the reader as many 


Every opportunity you 


of the most significant facts about 
your product as can be told in the 
space you’ve purchased and can be 


easily digested at one sitting. For 


purposes of strategy, your sales ap- 
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proach may call for testimonials, case 
histories and other well-proved de- 
vices, but if the job at hand is just 
straight felling, then tell, simply, di- 


rectly, convincingly. The reader 


wants to learn what your product is 
and does, how and why—not, defi- 
nitely not, what a high opinion you 
(who are prejudiced ) have of its 


merits. 


Straight from the Shoulder 

Here’s a perfect example—a page 
by Wagner Electric Corporation in 
Automotive Industries. Headlines: 
“NoRoL—the great safety device for 
cars and trucks—prevents accidental 
roll back on up-hill stops.” Long, 
but direct. The reader gets your drift. 
Subhead is longer: “Investigate and 
you will understand why an ever-in- 
creasing number of cars and trucks 
have adopted—” and so on. O.K. 
Next to the heading, an illustration, 
under which “Here’s What It is. 
NoRol is a safety device—easily in- 
stalled. It is a patented valve, auto- 
matically controlled by the angle of 
the car on a grade, and the clutch 
pedal.” Below that, “Here’s Where 
It Goes. NoRoL, when installed, is 
interconnected with the hydraulic 
braking system and the clutch pedal. 
It is out of sight, and does not alter 
the outward appearance of the car. 
There are no buttons or levers to op- 
erate.” Under that, “Here’s How It 
Works,” followed by a description of 
the mechanical workings of the de- 


vice, illustrated by diagrams. Signa- 


ture. 
That is “Tell All” copy in the es- 
sence. There’s no _ particular sales 





Investigate and you will understand 
“=r oOwhy an ever increasing number of 
<<» ts meee) Manufacturers of cars and trucks have 
adopted this great safety device 
as original equipment (standard or 
optional) or are featuring it as 
an approved accessory ...... 


= 
x 
= 


——~ HERE'S HOW IT WORKS ——— 








Complete information Will Be Supplied on Request 


yy ee os 
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drive—no plug for an inquiry—no 
single statement to be associated with 
Wagner in the reader’s memory. But 
it’s all right—it tells all—it’s the basis 
for sound advertising. 

Republic Steel Company offers 
“Down to Earth Facts about Toncan 
Steel” and man-to-man copy is intro- 
duced by this paragraph, ‘There isn’t 
a man selling Toncan Iron who hasn’t 
at one time or another been asked 
this question—'Why is Toncan iron 
better than “pure” iron?’ ” 

A Thor (Inde pendent Pneumatic 
Tool Co.) ad starts off, “Cuts Sheets 
Like a Hot Knife Cuts Butter!”’ There 
are three blocks of copy, starting: 

“For Cutting Sheet Metal and Tub- 
ing, the new Thor Nibbler is fast, 
accurate and easy to handle. The 
compact motor housing serves as a 
hand grip and gives such positive guid- 


” 


ing control that 

“Five Feet Per Minute is the cut- 
ting speed of the Thor Nibbler in 15 
gauge aluminum; correspondingly fast 
cutting in other metals. .. .” 

“Panels or Sheet Stock can be cut 
by the Thor Nibbler without break- 
ing-in from the edge of the sheet . . .” 

Brown Company uses a more en- 
thusiastic +method—spread, big cut 
showing water pouring onto a paper 
towel, big headlines: ‘“Aqualized 
achieves an entirely New Paper Towel 

stronger when wet.” A_ panel 
of cartoons illustrates the advantages, 
a block of copy headed “Why ‘Aqua- 
lized’ is a buy-word” gives further 
reasons for having faith in the Brown 
Company’s ability to produce a bet- 
ter towel. And here’s the main copy, 
artfully combining information and 
selling pressure: 

An_ exclusive, laboratory-born process 
has at last eliminated the common fault 
of paper towels—their tendency to dis 
solve and fall apart when wet 

As a result, Aqualized Towels as 
tonish everyone with their strength when 
wet, their unusual capacity for absorbing 
water from wet hands without tearing, 


fuzzing or breaking down 

With Aqualized Towels, a wholly nev 
economy is possible in the washroom. | 
every Aqualized Towel can be—and 
fully used Towel waste is eliminated 
better towel service assured and lower 


washroom costs achieved 


Allis-Chalmers Mfg. Company fol- 
lows the same procedure but uses a 
lot of wham to tell about Texrope 
Drives. Indeed the facts are almost 
rammed down your throat. Head- 
line consumes better than half one 
page—"“FACTS You Should Know 
about Allis-Chalmers Texrope Drives 

And How to Do Your Job Bet- 


53 












sme veys teeezerve 
& 


















ee 
















banion ye Sigal Yastiays 





Steel Cat 1G 









& Mere lomperery 
Remy Mate bs 
fo Bet Tensien “eter 


Oy Leng Range Live Action 

































“OK.. so it’s Rolled... 
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how does that help my business 
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GREEN LIGHT STAYS ON 


WITH CUNO FILTERS IN THE LINE 























ter... Easier . . . Cheaper!” Fortu- 
nately, the facts are facts, brief para- 
graphs like 
Satety 
Guarded You 


when you install 


Economically 
eliminate danger spots 
Texrope Drives Be 
cause of their short centers, it’s easy to 


Easily and 


slip a small, inexpensive guard over them 
You don't have to work out a complicated 
special arrangement that runs up costs 

extreme _ of “tell 


Dou 


Chemical Company uses. Information 


The opposite 
all” copy is the method The 
is presented in chart form, tabulating 


the characteristics of various chem- 
formula, molecular 


Detroit Lub- 


ricator shows seven of its products 


icals in terms of 


weight, properties, etc. 


under the heading ““What Is It” and 
opposite each under 
Used” and “What It 
International Salt Com- 


lists the face 
“Where It Is 
Does.”” An 
pany ad 


includes a table comparing 


the melting capacities of sodium 


chloride and calcium chloride. Some 


may say this is not properly called 
“advertising” —but if it helps to “tell 


all,” it is advertising. 


Get the Facts Down FIRST! 


There are refinements that will 
make your advertising increasingly ef- 
fective—basic statements for remem- 
brance, translation into terms of own- 
er-benefit, etc.—but for present pur- 
poses, let’s continue to consider only 
the job of telling all. 

Carbide and Carbon Chemicals Cor- 
poration offers “For Increased Disper- 
sion and Penetration of Dyestuffs . 
try Cellusolve Solvents!” Body copy 
Cellusolve is and does— 


&cc ¢ 


is comparable 


tells what 
not what ¢ thinks its per- 


formance to—a_~=race 


horse, tor example. A panel down 
the side suggests applications in vari- 
ous industries. This advertiser’s work 
1s consistently good because it con- 


sistently considers the reader as an 
earnest seeker of knowledge—knowl- 
edge the application of which will 
benefit all parties concerned. 

Another way to “tell all” is with 
pictures, and we call to your atten 
tion a spread by Cuno Engineering 
Corporation, giving a close-up of the 
Cuno Filter with little men pointing 
out how the filter works. American 
Screw Company and Shake proof Lock 
Washer Company use a series of small 
their products’ 


pictures to explain 


various mechanical advantages. 


The Quiz Technique 
“Where Can This Non-Returnable 


Paper Can Save You Money?” 


1s the 
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Where can this Non-Returnable Paper Can 
Save You Money ? 
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start of an effective “tell all” ad by 
Sealright Co., Inc. One block of copy 
introduces the product: 


The Sealright Bulkan is a round, rigid, 
rugged and highly sanitary paper con 
tainer, with a tight-fitting slip-over lid, de 
veloped to replace costly metal cans for 
the packing of bulk ice cream, and now 
used for the delivery of millions of gallons 
to stores and fountains 

A second paragraph describes the 
machine that assembles them; a third 
points out advantages. 
One section of the ad is devoted to 
“Quick Facts: Sealright Bulkans are 


round, exceptionally strong paper con- 


space-saving 


tainers; come to you in knocked-down 
form; are quickly assembled on port- 
able machines; are used but once, then 
thrown away.” That’s for the quick 
reader. In another place there’s a list- 
ing of suggested applications. 

The headline of 
suggests further employment of ques- 
Mixing 


the Sealright ad 
tion-and-answer technique. 
Equipment Company publishes “Ques- 
‘Light- 


nin’ Mixers for Motor Fuel Blending,” 


tions You Are Asking about 


with a spread full of answers to such 
questions as 
“In what kind of tanks can they 
be used? 
“What grades of motor fuel are 
practical to blend with this equip- 
ment? 


““How are these units installed?” 


Long or Short? 


If you really have something to 
say about a product, don’t be afraid 
of long copy. The correspondence 
schools and book clubs aren’t, and they 
certainly make sales by telling all. 
Lebanon Steel Foundry fills a spread 


(Continued to Page $8) 























TYPICAL 
PRODUCTS USED 
IN THIS MARKET 


Air Conditioning 
Furnaces 

Air Conditioning 
Units 

Air Diffusers 

Air Filters 

Air Washers 

Angles, Bars, 
Beams, etc. 


Bearings 

Belts 

Blower-Filter Units 

Blower-Washer 
Units 

Blowers 

Blower Wheels 


Coils 


Controls 


Dampers 
Ducts and Fittings 


Fans 

Fan Blades 

Fittings and 
Accessories 

Furnace Cement 

Furnace Cleaners 


Gas Burners 
Grilles 


Humidifiers 


Insulation 


Louvres and 
Shutters 


Metal Workers’ 
Tools 
Motors 


Oil Burners 


Plates 
Pumps 
Punches 


Refrigerating 
Compressors 

Registers 

Regulators 


Shears 

Sheets 

Sheet Metal 
Brakes 

Solder 

Spray Nozzles 

Stokers 

Switches 


Testing 
Instruments 


Ventilators 
Warm Air 
Furnaces 


Weather Strips 
Welding 
Equipment 











fue KE, VY to a Strong Dealer Set-Up 


in the Residential Field 


Air conditioning, warm air heating, 
and sheet metal construction — in the 
residential and small building market 
—are dominated by ONE group of 
dealers. 


They are the warm air heating and 
sheet metal dealer-contractors. They 
buy every type of product used in the 
field—then sell complete jobs 
installed. 


In the United States approximately 
20,000 of these men, but one-third of 
this number does 85%, of the business. 


It is to this group of sales-produc- 
ing, shop-equipped dealers that 
AMERICAN ARTISAN appeals. And 
it is from among AMERICAN 
ARTISAN readers that practically 
every alert manufacturer has devel- 
oped his dealer organization. 


If you make any product which the 
warm air heating and sheet metal 
dealer-contractor can successfully 
handle, AMERICAN ARTISAN 
will prove the most responsive pub- 
lication you can use. It is the KEY to 
the maintenance of a strong dealer 
set-up in the small building field. 



































CONDITIONING 


WARM AIR 
HEATING 


SHEET METAL 
















[CONTINUED FROM PaGeE 54] 

with well over 1,000 words of small 
type “telling all” about its new Circle 
Alloy Steel. Awkward 


construction hampers reading, but we 


L Stainless 


think that the subject matter is suf- 
ficiently interesting and enough free 
from pats on Lebanon’s back to get 
thorough attention from men whom 
Lebanon wants most to know about 


Circle L. 


When you're running a lot of copy, 
it’s a neat stunt to simulate the edi- 


torial section of the magazine. Sco- 


ville Mfg. Company does this in a 
series of spreads which are really arti- 
cles about the development and op- 
f condenser 


erating characteristics of 


tube metals. Copy style as well as 
layout and type resembles the mag- 
azine’s. 

But it’s not necessary in all cases 
to go into too much detail. 

Here’s nearly the complete story 
on Bell System Ti letypeu riter Service 
in exactly 104 words: 

‘RITING 
By Bell System Teletypewriter Service, 


modern business flashes messages in- 











| 7 “ y 


Started May 1933 


READERSHIP 


ADVERTISE 


( NCE each year Industrial Equipment News sends ea h one of its 
52.023 plant operating readers a form for verification of their 


PROOF 


OF 


WHICH MAKES 
IT PAY 
TO 


addressing stencils and of their continuing interest (READERSHIP) 








‘riting 





reading 








Vb pam 








- £pithmetic 


seit sysvem (4A) reervrewaster sevice 





stantly, in typewriter form between two 
or more points any distance apart. Car 
bon copies provide ample records for 
filing and routing 


READING 
In ‘talking in type’, eyes take the place 
of ears. All that is said is put down 
in black and white. Shipping instruc 
tions or intricate specifications speed 
accurately from sales branch to factory 
Misunderstandings are minimized 


“RITHMETIC 
The teletypewriter flashes typewritten 
figures as well as words. On your own 
company forms, your operator can fill 
in details of prices, terms, and quanti 
ties, with copies for shipping, credit 
billing, and other departments 


And the Gold Filled and Rolled Gold 


Plate Manufacturers certainly get the 





‘ey ae maximum out of a few words with 
in its product information service. pipet : 
1S , ' this forceful copy (under the heading 
Returns from IEN’S current verifications are now coming in and 


a “OK. .. . so it’s rolled . . . how does 
a tabulation of 8,000 returns already received gives the following i Citi iba T >”) 
, gt at help my business?”’): 
exceptional proof of an extremely active brand of READERSHIP fee doer , 
hicl - "ga a : It's a well-known scientific fact that 
readership which makes it pay to advertise. most metals become harder when rolled 


under pressure. And it’s also a fact that 
the harder a surface is, the better it wil 


Read IEN Regularly weal Gold alloys used in the manufa 


Read IEN Occasionally ture of jewelry become harder when sub 
jected to rolling. Therefore Gold Filled 


and Rolled Gold Plate—both of which ar 
made by a rolling process—have hardé 


~ 
Route Issues to Others and longer wearing surfaces than 


plate made by other methods 


86.4% 
13.0% 
0.6% Read IEN Rarely 
51.8% 


93.1% Use IEN for Finding, Specifying 
and Buying Current Operating Needs Laurels 

To distribute a few laurels 
among this group of “tell all” 
ads, we'd say the best jobs were 
done by A. E. R. Peterka, Lam- 
son & Sessions advertising man- 
ager, and John C. Stephan of the 
Cleveland agency bearing his 
name, for Lamson & Sessions; 
Arthur R. Mogge of the Chicago 
agency bearing his name, for 
Wagner Electric; W. I. Weir 
J. M. Mathes, Inc., New York 


DVERTISING spotted where buyers /ook for current requirements is pro 
ductive PROOF! Each month 350 to 400 manufacturers buy adver 
ng space in [EN to sell their product to plant operating men. More circula 
conclusive proof of READERSHIP than for 


ny publication of sim lar coverage 


m, more advertising and more 


COST ... Only $79 to $85 an issue for standard representation. 


DETAILS? Write for the “IEN PLAN.” 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 461 Eighth Ave. NEW YORK CITY 











58 INDUSTRIAL MARKETING, March, 1940 





agency, for Brown Company 
(Aqualized); H. S. Gardner, 
Sealright advertising manager 
and J. P. Daiger, Van Sant, 
Dugdale & Co., Inc., Baltimore 
agency, for the Sealright Com- 
pany; and Lewis Conarroe of 
N. W. Ayer & Son for the Bell 


System. 


L’envoi: Procedure 

All those examples should help you 
to write “tell all” copy—or at least 
make “tell all” copy the basis of your 
advertising, adding as you will the 
advertising devices which turn facts 
into ideas. In case you have trouble 
getting started, we'll suggest copying 
Rockbestos Corporation by writing 
the headline “Ten Reasons Why You 
Should Use—” and then letting your 
conscience be your guide. Or, even 
more fundamental, ask yourself the 
same question The Dow Chemical 
Company asked itself: “And Just 
What Is Dowmetal’”—and go ahead 
and answer it, without your tongue 


in your cheek. 


“Tell Nothing” Copy 

Just a few samples of advertising 
that doesn’t do anybody any good— 
the reader, the advertiser, the adver- 
tising manager, agency, distributor or 
the publisher: 

“Simonds Red End Hack Saws Sure 
Can take It”—that’s all.  Factful, 





convincing, sincere—in a pig’s eye. 
“Victory! Captives! Loot! Fame! 
From England to Arabia, the Roman 
Legions Marched Invincible under 
Caesar.” Copy tries to prove that 
“true greatness comes not as a result 
of conquest but of service.” Metals 
5 Alloys should never have accepted 
it from The Electro Alloys Com pany. 
“Reed—Where Engineering—Steels 
ind Craftsmanship combine to pro- 
duce the world’s most dependable 
Rotary Drilling Tools.” Two pages 
of airplane view of the plant. Hot 
stuff, Reed Roller Bit Company. 
Worthington Pump © Machinery 
Corporation getting _ self-conscience 
ver its hundredth anniversary. Pre- 
entious babble about “What Is Right 
Will Prove Itself Right.” Vision and 
deals . . . rich and fruitful past... 
performance unsurpassed . . . keen 





unds and stout hearts. Harry C. 
beaver, president, signed it, and it’s 
phony—in spades. 
“The Sturdy Oak and the Lombardy 
‘oplar”—Broderick (~ Bascom find 
n analogy in Mother Nature to ex- 











press how peachy they think their 
““Flex-Set”’ is. 

“No champion lasted long on lucky 
punches.” Right out of Drawer K-7 
by American Steel and Wire Company. 

Does anybody in the house recog- 
nize a difference between these turkeys 
and what we were talking about up 


front? 
Headlights 

A few of those happy word com- 
binations which usually occur as in- 


spiration, which are undoubtedly ef- 
fective in getting an ad looked at, and 


THE 





which, though they never make a bad 
ad a good one, do give a good one more 
chance of being read: 

“The Iron Horse Is On a Diet”— 
Lincoln Electric Com pany. 

“Are You a Bellhop or an Execu- 





tive?”—Thomas A. Edison, Inc., for 
Ediphone. 

“What’s So Wonderful about a Box 
Car?” 


roads. 


Association of American Rail- 





“Why Does a Customer Cross the 
Road?” —Pittsburgh Plate Glass Com- 
pany. 

(Continued on next page) 


‘VELVET 


MORE yor YOUR MONKY 


IMPORTERS GUIDE* extra readership provides a 


valuable circulation bonus, because: 


1... Every overseas buyer who reads Importers Guide 








is a prospective consumer of American merchandise. 


2... Five or more people read each copy of Importers 
Guide, according to our own surveys. 





INTENSIFIED 
MARKETING 
COOPERATION 


under your control 


to help you build pri- 
mary and secondary dis- 
tribution abroad, bring 
to your attention over- 
seas merchants who are 
real prospects and act as 
a constant source of sales 
contacts. Credit report- 
ing, translation and 
many other specialized 
services are available to 


advertisers. 











This plus-value extends to 1856 
business communities through- 
out the 114 countries where Im- 
porters Guide is read. It offers 
you the most powerful return for 
your export advertising dollar. 


*A non-technical journal, Importers Guide 
is read by 50,000 buyers abroad (25,000 
English guaranteed, and 25,000 Spanish 
guaranteed in alternate months). Of these, 
25% handle machinery, and engineering 
euqipment, 35% handle hardware and 
tools, and 31% handle electrical goods, ex- 
clusive of other trades covered. 


Send for the booklet *“*The Bulk of 
the Purchasing Power’, for full details. 


46", ak 
America’s Foremost — Trade Journal 


IMPORTERS GUIDE 


MACHINERY + AUTOMOTIVE + ELECTRICAL + HARDWARE INDUSTRIES 
440 FOURTH AVENUE * NEW YORK 


Charter CCA Member 


LARGEST CIRCULATION PER ISSUE 
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“Want to Shave a Pig?”—Good- 
year. 

“And There I was with Rejects 
Multiplying Like Rabbits’”—General 
Electric. 

"Hey, Scram Offa My Cake!’ 
Says the Chef on Page 49 to the Peli- 
can on Page 50”°—Krebs Pigment & 
Color Corporation. 

“Now They Trademark Coal— 
with a Gun”—The DeVilbiss Com 


pany 


Out of the Ordinary 
( rom pton t~ Knou les Loom Works 


wants to sell textile mills on a plan 
of modernization calling for replace 
ment each year of ten per cent of 
least efficient looms—on the grounds 
that “small steps are easy.” <A swell 
sense of dramatic value is exhibited 
in this illustration: a grave marker 
superimposed over an idle mill; on the 
stone, the words: “Here | ie the Hopes 
of 2,000 People”; below: “. . . be- 
cause inefhcient looms strangled 
profits.”” Copy points out that the 
tragedy could have been prevented by 
“an adequate depreciation fund 

well beyond what the government al 
lows for income tax purposes 
strictly maintained and definitely ear- 
marked for the sole purpose of Weave- 
room Modernization.” 

It’s amazing what good copy can 
be written around some sound research 
findings. Water works authorities had 
estimated that unaccounted-for water 
iverages fifteen per cent of consump- 
tion. The Cast Iron Pipe Research 
Association, wanting to find what part 
of the fifteen per cent was due to 
leakage from mains, conducted leak 
ige test surveys in twenty-five cities. 
Leakage from cast iron mains aver- 
iged less than two per cent of total 
normal consumption. 

Einson-Freeman Co., Inc., asks: 


How Will You Have Your Store 


Displays for 1940?” and presents a 
choice of five display methods: the 
Hash-on-Monday” method, — using 
left-over art work the ‘““Kate-and 
Duplicate” method, repeating _ last 
year’s ideas .. . the ““Pinochle Partner”’ 


method, getting an idea from a non 
expert . . . the English Sparrow” 
method, which means “cheap-cheap”’ 

or (this is the only one that pays 


off) an Einson-Freeman “self starter” 


, : 
display. We're a phrase-conscious 
people (“war-of-nerves,” “Red hunt,” 
etc. ) advertisers ire smart to Capi 


talize on that 


60 


FAIR TAX STRUCTURE 






Lowers 
INDUSTRY'S 





FIXED 
EXPENSES 


--.and BUSINESS-MINDED Legislation 
gives Industry Fair Play | ...... sovawraces 
in Chesepecke and Ohio Territory : - 


vow 








wd. 4 





CHESAPEAKE som/(%o LINES 








+ ameeice ee Re er 


“re 
“oe peere of Me | Mews ae) 


FOR LATIN AMERICA 


CHESAPEAKE +~ OHIO RAILWAY 
RCE 


Typical pages from the Chesapeake & Ohio Railway campaign in business papers which is 
devoted to promoting the interests of the territory through which the railway operates by 
pointing to its merits as an industrial location and focussing attention on its coal industry, 
the road's biggest fare-paying customer. McCann-Erickson, Inc., Cleveland, handles the account 


Very clever is Collier’s to publish 
its “Preventive Service” series and 
merchandise in back to the automotive 
industry. ‘Preventive Service” is a 
house-sponsored _ series of advertise- 
ments educating motor car owners on 
proper car upkeep and must be attrac- 
tive to advertisers of service parts. 

Rosemary Incorporated asks: “‘Is 
your last course a WHISK BROOM?” 
and shows a whisk broom on a plate. 
The idea is—tablecraft napery is lint- 
proofed. Nice tric k, 

The 7; S.A rmy decided to keep oliv e 
drab for the color of its uniforms, 
so Calco Chemical Division tells dyers 
that its new formulation for wool 
meets or betters government specifica- 
tions. 

Boost-oOF THE-MONTH: to Spring 
Washer Industry for being aggressive 
enough to devote most of its copy to 
the frailties of a competitive fasten- 
ing device: ““A Mere Temporary ‘Bit- 
ing’ Hold is No Substitute for Bolt 
Tension Maintained by Long Range 
Live Action.” End of the copy reads 
‘Any device depending upon teeth 
biting into the bearing surfaces reduces 
pressure on the threads—the only 
means of keeping bolted parts tight. 
The more ‘bite’ due to vibration—the 
less pressure on the threads. Thread 
pressure can be maintained only by 
the long range live action of helical 
spring washers.” No pussyfooting 
there. 

Boo-or-THE-MONTH: to the Tram 
Company tor devoting half of a spread 


to a photo of an adagio team, illus- 





trating “Combined Action” which is 
supposed to sum up Trane’s desire to 
coéperate with architects, engineers 
and air conditioning contractors. 
When will Trane and a hundred others 
realize that business paper space rates 
may be low, but the space itself is 
valuable? 
THe Copy CHASERs. 


Kearney Made President 


James R. Kearney, Jr., formerly vic« 
president in charge of advertising and mer 
chandising plans 
has been elected 
president of th 
James R. Kearney 
Corporation, St 
Louis, manufactur 
ers ot electrica 
power transmissi 
and distributi 
equipment. Mr: 
Kearney succeed 
his father wil 
tounded the b 1s 
ness in 1926, ar 
who will now | 
J. R. KEARNEY, JR. active chairman 

the board I Ww 
Ke irney, another son, Nas been electé 
secretary 

Jim Kearney, Jr., has held many 
sponsible positions in the N.1.A.A., 


ing at one time served as vice preside 
of the national tion and as pré 
dent ot the St ipter His C 
pany holds the ction of wint 





| at 
three panel exhibit awards at the ant 


N.LA.A. conventions 


Davis Promoted by IBM 


The International Business Machi: 
Corporation, New York, has promot 
Arch Davis, formerly the advertising mat 
ager, to the post of executive secretar 
He will continue to supervise the advert: 
ing. Eugene F. Hartley, formerly exec 


tive secretary, has been named economi 
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Are You Reaching 
The Original Specifier of 


PARTS. MATERIALS, METHODS 


AND FINISHES ? 


@ Advances in machinery design don’t “just happen.” 
They are the results of research, experiment, design and 
application of known engineering facts. The design engineer 
is responsible for technical and practical improvements and 
changes in Twentieth Century machinery. He knows what 
has gone before and he must keep abreast of day-by-day 
developments. He is the original specifier of parts, materials, 


methods and finishes. 


Through MACHINE DESIGN more than 32,000 design 
executives, chief engineers and designers keep fully abreast 
of current trends in the design of machinery . . . they read of 
technological developments made by others of their profes- 

sion .. . they learn of improvements in parts, materials, 


finishes and methods. 


Through MACHINE DESIGN these original specifiers 
learn of new products and of new applications. They 
read every page, against the possibility of something 
new to add to their storehouse of working knowledge 


and for solutions to their current problems. 


To get close to the men who must start a new machinery 
development on its way to production. . . . For Reader- 


ship in the Right Places, use . 


MACHINE DESIGN 


»>nton Publication 


110 E. 42nd Street Penton Building 520 N. Michigan Ave. 
NEW YORK CLEVELAND CHICAGO 
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Typical spread of pages in the Caterpillar annual report to employes 


Caterpillar Broadcasts Report to Employes 


@ A PIONEER in addressing an- 
nual reports to its stoc kholders and 
employes in a comprehensive and 
unique manner with photographs 
and charts as well as words, Cater- 
pillar Tractor Company, Peoria, 
Ill., last month added to its laurels 
with the introduction of another 
innovation, an interpretation of its 
1939 annual report via the air 
waves. 

Using this procedure to address 
his 11,500 employes and their fam- 
ilies all at one time, an almost im- 
possible task by any other method, 
B. C. Heacock, president, devoted 
a half hour over WMBD to analyz- 
ing and explaining the significance 
of his annual report. 

The broadcast went on the air 
early in the evening with an apology 
by Mr. Heacock to the general lis- 
tening audience for the presentation 
of a broadcast of such specialized 
interest, but he explained that Cat- 
erpillar has for three years distrib- 

uted copies of its annual report to 
| its employes (See IM, March °39, 
p- 34) felt 
now come to give them the full 


the this 


and he the time had 


purport of contents of 
significant document. 

In his report, Mr. Heacock had 
the following to say about “Sales 
Distributors”: “Most of our prod- 
uct reaches the user through the 
efforts and organizations of several 
and dealers 


the 


hundred distributors 


located throughout world. 


These independent merchants, most 
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of whom have been identified with 
us and our product over a long 
period of years, are not only respon- 
sible for the retail sale of our prod- 
uct but are also largely responsible 
for furnishing service and satisfac- 
tion generally to their customers— 
the users of our product. 
“Consequently, it is both appro- 
priate and a pleasure to here 
the 
contribution made by these distrib- 


acknowledge very important 
utors and dealers to our operations. 
The orders they secure determine 
the volume of our production and 
the extent of our employment.” 

Total sales of the company were 
$58,432,000 in 1939, representing 
a gain of twenty-one per cent over 
1938. 


Inside back cover of the report 








Industrial 
expositions 








Mar. 11-14. National Railway Appliances 
Association, International Amphitheater, 
Chicago. 208 S. La Salle St., Chicago 


Mar. 26-29. Tenth Annual Packaging Ex- 
position and Conference, Hotel Astor, 
New York. American Management 


Association. 

April 21-25. American Water Works 
Association, Phillips Hotel, Hotel 
President, Hotel Meuhlebach, Kansas 


City, Mo., 22 E. 40th St., New York. 


Apr. 29-May 3. Seventeenth Annual Coal 
Convention and Exposition, Music Hall, 
Cincinnati. Munsey Bldg., Washington, 

> & 


May 1-3. Petroleum Industry Electrical 
Association, Baker Hotel, Dallas, Texas. 
Box 2412, Houston, Texas. 


May 4-10. American Foundrymen’s Asso- 


ciation, International Amphitheatre, 
Chicago. 222 W. Adams St., Chicago. 
May 18-25. International Petroleum Ex- 


position, Tulsa, Okla. 


June 5-7. National Federation of Sales 
Executives, Bellevue-Stratford, Phila- 
delphia. 722 Stock Exchange Bidg., 


June 18-20. American Pulp and Paper 
Mill Superintendents Association, Neth- 
erland Plaza Hotel, Cincinnati. 54 N. 
Main St., Miamisburg, Ohio. 

Oct. 8-12. Southern Power and Engineer- 
ing Show, Armory Auditorium, Char- 
lotte, N.C. P. O. Box 1225, Charlotte, 
N. C. 

Oct. 21-25. National Metal Congress and 
Exposition, Cleveland Public Auditori 
um, Cleveland. Hotel Statler, Cleve 
land. 


Meeting Place and Dates Not Definitely 
Decided: 


April, 1940. 
Hosiery Manufacturers, 
Museum, Philadelphia, 
Ave., New York. 


June, American Society of Mechanical 
Engineers (Oil and Gas Power Divi 
sion), Ann Arbor, Mich. 29 W. 39th 
St., New York. 


Association of 
Commercial 
468 Fourth 


National 





Geo. H. Gibson Honored 
As Modern Pioneer 


The role of the American inventor and 
research worker in creating new jobs and 
raising the American standard of livin: 
by developing new products was acclaimed 
last month at a banquet in New York 
given under the auspices of the Nationa! 
Association of Manufacturers where 10! 
scientists and inventors were honored a 
modern pioneers. Among those so hor 
ored for their contributions to technolog: 
cal advances in industry was George H 
Gibson, senior partner of Geo. H. Gibsor 
Company, New York, said to be the old 
est industrial advertising agency in th: 
United States. Mr. Gibson's contributior 
were his inventions in connection wit 
the Cochran Corporation, Philadelphi 
with regard to metered control of com 
bustion which are now almost universall: 
applied 
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READER RESPONSIVENESS 
bhat Brings Results! 


PROVED BY THE SUBSCRIBER —‘‘Our engineering department is making ex- 
vale (-to MOLY Me) Mi al-MelohU-laity-lasl-tale del o)o\-telglale misma 10) 016.8 ay (C11) 121.41) | Clam 
So writes Mr. W. C. Sproul, Vice President, Ingersoll Milling Machine Co. 
He further tells how his designers write the manufacturers for more 
information (left below) S\ 
PROVED BY THE ADVERTISER—The hundreds of letters we've 
received from prominent Product Engineers like Mr. Sproul 
are written proof of the active reader interest in the ad- 
vertising. And they predict results! H. A. Lange, Adver- 
tising Manager, Cincinnati Ball Crank Co., describes 
how PRODUCT ENGINEERING worked for them! 
(Right below) 


Reader interest and results are 
two reasons why more than x 
200 advertisers of parts, ma- tus chames sncne manouts sane wmans  @AUBRANK) 


_ terials, and finishes are using = 0 ‘a ‘0 
The Ingersoll Milling Machine Company PRODUCT ENGINEERING to She Cincinnah Ball rank tompany 


Machine Tools help them get more business OA 


t Cin what 


Rox hford , Mlinois 


duguet 1 


The vast number of inquiries received far 
exceeded our expectation. Although, as a 
rule, we do not place much confidence in 
inquiries, still we feel that the many 
letters from chief engineers and designers 
recguesting catalogs and edditional i 

tion, cannot be classed as ordinary in- 
guiries, but can be more exactly considered 
preliminery steps to the purchase of Bal- 
crank products. 





A McGRAW-HILL 
PUBLICATION 


WHERE INDUSTRY'S BIGGEST BUYERS 
(OOK FOR YOUR ADVERTISING 


> 








i 





PRODUCT ENGINEERING 


330 West 42nd Street New York, N.Y. 
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Government Business 


ferent methods ot choice by chance, 
or just gambling if you want to call 
it that, have been in vogue for a long 
time, giving a shock only to those who 
see the thing for the first time. 

Officials are amused when they hear 
some outspoken comments on the pro 
cedure. Just a tew weeks ago one 
ifter another of the purchasing of 
ficials had to tell the story to the 
Temporary Economic Committee 
(Monopoly Committee and stand a 
cross-examination. When the quiz 
was over the problem was still on the 
table. The combined wisdom of Sen 
itor O'Mahoney and his colleagues 
could find no other way out. They 
refused to decide whether one scheme 
was better than another because there 
is no one ofhcially approved lottery 
drawing technique. 

As far as the government is con 
cerned all of these lottery devices are 
carried out fairly, but the contestants 
hit on a scheme for getting something 
better than the mathematical chance 
ot victory. The scheme was this: A 
manufacturer, holding strictly to the 
combine price” would have a dozen 
or more of his selling ofhces enter the 
competition, and thus he would have 
thirteen chances of victory to the one 
chance of a rival manufacturer who 
had not hit on that scheme. This 
scheme of “loading the dice” has now 
been eliminated by a double lottery 
First only manufacturers compete and 
then the second gamble is to see which 
of the agents selling the winning prod 
uct will get the order. 

Many ways of dealing with this 
problem have been suggested. One 
that has plenty of thorns for the busi- 
ness world is that the government 
iwencies investigate costs of produc 
tion and fix a “fair price.” That 
would involve legislation 

As a matter of fact the fixed fair 
price idea does apply, by special act 
ot congress, to the purchase of type 
writers, but to nothing else. For ten 
inch correspondence model typewriters 
the price is $70, twelve-inch cat 

ive models, $75, and on up to the 
carriages that carry paper thirty-two 
inches wide, tor which the price 1s 
$107.50, with a slightly higher scale 
ror distinctly quiet” Or so-called 
silent typewriters 
Nobody can predict to what extent 


the fixed price idea may be ipplied 
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under war scares or actual war con- 
ditions. Shifts in conditions affect all 
alike, but like every other game, skill 
grows with actual playing, and the 
firms that begin now under the strict- 
ly fair competitive rules will know 
best how to adapt themselves to fu- 
ture buying policies. 

The procurement division has $15,- 
000,000, in addition to $10,000,000 
previously partly spent, for the pur- 
chase of strategic and critical ma- 
terials. Experts are engaged to sup- 
plement the work of the government's 
own specialists in these lines. These 
supplies are to be handled on a re- 
volving basis, with authority to sell 
as well as buy. The president himself 
voiced his anger recently when he 
learned that some strategic materials 
were being sold out of the country, 
because obviously this would have the 
effect of forcing the price upward on 
the government’s purchases. 

Perhaps the very first step any firm 
might take toward tapping the gov- 
ernment’s big buying market is to 
write to the Procurement Division, 
Treasury Department, for U. S. Stand- 
ard Form No. 22, “Instructions to 
Bidders,” and the next step, of course, 
would be to ask to be put on invita- 
tion lists for specific products. 

For firms that would not want the 
expense of sending their own factory 
representative, the Washington tele- 
phone directory lists “manufacturers 
agents,” most of whom are willing to 
make a fair proposition for selling ef- 
tort. 

A privately owned publication, The 
Government Advertiser, publishes 
weekly reports of all calls for bids is- 
sued by all governmental agencies. A 
copy of this may be obtained by send- 
ing twenty-five cents to the publisher, 
§11 Eleventh Street, N.W., Washing- 
ton, D. C. Each issue reports all trans- 
actions within the current week cov- 
ered and thus gives a picture of the 


W hole current situation 


Metal Congress 
Set for October 21-25 
Floor plans for the 1940 Natior il Metal 


Cor ere il d Ex sition to be held in the 


Cleveland Public Audit 


Cleveland, 


Wctober 21 25, I ive been I riled to pre- 
ious exhibitors in the shows, with re 
ests for ST ice sele t Ss 
The 1939 s Ww if Chi igo, ipon be 
broken down as to attendance, showed 
that ver ne € cent > | the registra 
tions included presidents, vice-presidents, 
treasurers, engineers, purchasing agents, 
etallurgists, managers and _ superinter 
‘ r i ‘ 





Another Important 
Reason Why 


aM? “ 
ELECTRIC 
WORLD... 
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“Tell aif”* is the name of a new 
booklet published by the A.B.P. Literally, 
it’s MUST reading for advertisers and 


agencies eager to squeeze maximum 


benefits from business paper advertising. “Tell all” copy 


is the kind of copy that produces the results you have a 


right to expect from your advertising. We know that 


Electrical World advertisers get such results, when their 


copy has that fact-filled, shirt-sleeve selling quality that 


' now goes by the name 


of “Tell all.” 


... And here is the opinion of two 
more stand-out companies with a 
long-time advertising experience with 
Electrical World: 


ALLIS-CHALMERS surely ranks as one of 
America’s foremost industrialists. Its 
electrical business is big, and successful. 
Again we find ELECTRICAL WORLD a reg- 
ular and important participant in the 
promotion program of a leader com- 
pany. George Callos, Assistant Man- 
ager, Publicity Department, puts it 
this way: 

“In 1904, thirty-six years ago, Allis- 
Chalmers entered the electrical field. 
Since that time ELECTRICAL WORLD has 
continuously carried our advertising — 
clear proof of our respect for the adver- 
tising job this magazine is doing for us.”’ 


OHIO BRASS COMPANY has won a position 
of world-wide importance in the field 
of porcelain insulators. Like most lead- 
ers, OB got to the top through that 
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simple sounding formula—‘good prod- 
uct, good selling, good advertising.” 
ELECTRICAL WORLD, through the years, 
has been used consistently, dominantly 
and resultfully. Louis J. Ott, Manager 
Advertising Department, says: 

“During its fifty-one years of busi- 
ness experience the Ohio Brass Com- 
pany has had ample time to demon- 
strate to its own satisfaction that busi- 
ness paper advertising is an essential 
part of a well-balanced publicity pro- 
gram. Such experience has also dictated 
the purchase of advertising space in 
those papers which are looked forward 
to and read by the industry because of 
the excellence of their editorial content. 
This is one of the reasons why ELECTRI- 
CAL WoRLD has been on OB schedules 
consistently since 1901.” 


* Haven’t seen a copy yet? Drop us a line and we'll 
get you one in a hurry. Free, of course. 


ELECTRICAL WORLD 


Serving a Huge and Ever-Growing Market 
A McGraw-Hill Publication, 330 W. 42nd St., N.Y.C. 
No. 6 of a series of factual messages designed to demon- 


strate that GOOD ADVERTISING in a leading business pub- 
lication will invariably produce worth-while sales results 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Letterhead Design? 

We are about to change the design 
of our letterhead on which this letter 
is written. For heavy machinery such 
as we build can you tell us whether a 
two color job would be as appropriate 
as blac k. 

ADVERTISING MANAGER. 

We believe your present letterhead 
is rather good with the exception that 
your company name is broken into by 
your trade mark. We usually recom- 
mend one color for the heavy indus- 
tries. Occasionally a two color job 
represents an improvement. Too often 
it tends to cheapen the effect. We 
would urge that you secure a good 
artist or a designer who can work out 
a style that may be used not only in 
your letterhead, but also in all of your 
advertising, tags, labels, etc. Lith- 
ographers give especially good service 


in designing letterheads. 


Charging Operating 
Instructions to Advertising? 

Should installation and operating in- 
structions which accom pany shi p- 
ments of equipment or merchandise 
be charged to the advertising budget 
or to one of the production accounts? 
I would also like to know, provided 
there is a difference of opinion, if 
many manufacturers do charge this 
item to advertising and about what 
per cent, 

ADVERTISING MANAGER. 

We do not believe that installation 
and operating instructions should be 
included in the advertising budget, as 
of course this is not advertising. How- 
ever, it is often desirable to have the 
advertising department do this work 
along with many other border line 
jobs such as handling publication sub- 
scriptions, stationery, etc. It may be 
included in the advertising budget as 
a matter of convenience. 

In the case of many companies the 
advertising department separates its 
budget—one division for strictly ad- 
vertising items and the other for work 
handled in the department for which 


they should receive credit but which 
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should not be totaled in with the 
advertising. 

If too much of this sort of thing 
is included in the advertising budget, 
a false picture is secured on the vol- 
ume of advertising that is being done. 


Sales Control 


We are a rather small but successful 
company, having pretty much all of 
the sales information available in our 
own minds. However as the company 
is growing, we do not seem to have 
facts and figures as quickly available 
as perhaps we should. 

What do you recommend in the 
way of a simple sales analysis system 
that might work well for us? 

ADVERTISING MANAGER. 

The most simple sales control meth- 
od involves a set of customer cards 
which will include the following: 

1. Personal name of buyer. 

2. Company name and address. 

3. Line of business. 

4. List of products. 

§. Sales posted monthly by prod- 
ucts. 

6. A column of one or two year 
back records of sales by products, also 


four or five year record of total sales. 





This candid shot of Walter L. Rybolt, ad- 
vertising manager, R. K. Le Blond Machine 
Tool Company, Cincinnati, appeared last 
month in "Le Blond News" with a caption 
inferring that he is so modest the boys had 
to sneak it in. Walter says he thinks they 
were only kidding and let us print it, too 


7. Space for credit rating or com- 
ment about the company. 

8. Salesman responsible, etc. 

There are many arrangements that 
can be made for a card of this kind. 
However, this is the essential informa- 
tion. One operator or sales corre- 
spondent can then review the cards at 
regular intervals, determine what the 
situation is and what needs to be done 
about it, taking the matter up with 
sales management, writing the sales- 
man or the customer, etc. 

There are very clever visible systems 
in both cabinet and book form which 
should also be studied in preparing a 
sales analysis system of this kind. Sum- 
mary figures may also be prepared 
from these records which will show 
the trend by product, by salesman, by 
principal cities and states. 

With this information as a basic 
guide, and a good knowledge of the 
market, both advertising and sales 
management should have the material 
necessary to do a good job. 


Reports to Employes 

We have always spent quite a bit of 
time in the preparation of a report to 
stockholders, but we have never issued 
a report to employes. Can you tell me 
what is the trend along this line, and 
the names of a few customers that 
have issued reports to their employes? 

ADVERTISING MANAGER. 

There has been so much misinfor- 
mation spread about, that companies 
find it desirable to give complete in- 
formation to their employes so that 
they will have the true picture and 
cannot be misguided by half-truths. 

The following companies have issued 
splendid reports to their employes: In- 
ternational Harvester Company, Illi- 
nois Bell Telephone Company, Johns 
Manville Company, Monsanto Chemi 
cal Company (see IM, May ’39, p. 73), 
Illinois Central R. R., General Motors 
Corporation, Caterpiilar Tractor Com 
pany (see IM, March °39, p 34). A 
review of a number of reports was 
published in these pages in the April, 
1939, issue. 





"National Provisioner" 
Names Gray Editor 


John B. Gray, who has been with N 
tional Provisioner for the past fifte: 
years, has been named editor of the pu 
lication, succeeding Paul Aldrich, who | 
been the editor for thirty-seven years ar 
who now becomes editor emeritus. M 
Aldrich will remain as president « 
publication. Alfred W. B. Laffey, in 
dition to his position as advertising n 
ager, will become general manager, taki 
over some of Mr. Aldrich’s duties 


‘ 
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ADVERTISING VOLUME FOR FEBRUARY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


ted, all publications are monthlies, and have 


t andard 7X10 
Pages 
Industrial Group 1940 1939 
Aero Digest . ‘ - 96 63 
Air Conditioning & Refriger 
ation News (w) (11x16) 9 38 
American Builder & Building 
Age awe e tae oe rer 9] 65 
American “Machinist (birw). 216 176 
Architectural Forum ..... 80 68 
Architectural Record ...... 57 63 
Automotive Industries (bi-w) 61 §135 
BUERRIOG oo ncsaccvesne ... §101 §90 
Bakers’ Helper (bi-w)... 112 §118 
Brick & Clay Record.. °17 *18 
Bus Transportation .. $65 $56 
Ceramic Industry ...... *30 §*39 
Chemical & Metallurgical Ey 
gineering ... Sa : ‘ 165 155 
Civil Engineering 22 22 
Rae COE 6s cceuse'e ' 82 67 
Construction Methods and 
E« ae (83@x12) ... 60 §62 
Se <c.caweas 112 115 
Dies el Power & Diesel [rar 
portation .........5. . 34 35 
Diesel Progress (8'x11).. 30 34 
Electric Light & Power... 64 50 
Electrical no a as basa 21 27 
Electrical West ........... 45 45 
Electrical World (w).. 138 131 
Engineering & Mining Journal 96 YU 
Engineering News-Record 
ee ..§1236 §159 
Factory Management | & » Mai 
t MGS 28626662 see 131 97 
I a Industries ...... wits 64 58 
ee ae vee ‘ 28 33 
Gas Age (bi-w) .. $1167 61 
Heating, Piping & Air Con 
0 OCT ee oa 51 54 
Heating <4 Ventilatins Maga 
meee ceces e« ° . 19 21 
Hitchcock’s Machine Tool 
Blue Book (414x6!,) 171 131 
Industrial & Engineering 
Chemistry (3 editions)... 98 88 
Industrial Power (4! »x634) 74 56 
The Iron Age t*340 *268 
Lau ndry Age ... * 46 *47 
Machine Desigr 65 53 
Machinery .. 168 136 
Manele acturers Recor: + *39 4? 
Marine Engineering & Shiy 
ping Review ...... 69 55 
Mechanical Engineering a 33 3] 
Metal Industry 46 4] 
Metal Progress 56 62 
Metals and Alloys 51 45 
Mill & Factory 127 118 
Mill Supplies , 91 68 
Modern Machine Sh p (4! 
x6! >) , TTT rT < 160 163 
Natior al Petr leum New (w) 66 78 
National Provisioner (w) ; 92 $2 
Oil & Gas Jor il (w) (9x 
12) ri} 222 239 
Oil Weekly (w) 138 10 
The Paper I d YY anc Pape 
World 52 54 
The Paper Mill 112 10§ 
Paper Trade ] il (w) *154 §*138 
Pe | Point 5] 46 
I ‘ Petr lev i eC YS 70 
Pit & Quarry 50 #5] 
Pows 156 154 


Advertising Volume 


Ahead of Last Year 
@ ADVERTISING space in business 


papers tor February amounted to 9.94 
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inch type page 


Pages 
1940 1939 
Power Plant Engineering... . 65 60 
Practical Builder (10Y)x15). §15 8 
OPT reer ior’ 35 32 
Product Engineering ...... 106 66 
Products Finishing (442x8Y) 30 17 
ee ee ee 57 36 
Railway Age (w)......... 150 119 
Railway Purchases & Stores. 30 29 
Refiner & Natural Gasoline 
Manufacturer .......... 77 77 
Roads & Streets........... 50 47 
Southern Power & Industry. 55 48 
O&O Se ere 180 158 
Telephone Engineer ....... 21 22 
Pememnony CW) .cccccceces *64 *66 
Pe CE cv eueeonoes §152 §F155 
Water Works & Sewerage 29 28 
Water Works Engineering 
ee ree a a 48 50 
Welding Engineer ........ 20 21 
Western Construction News 50 58 
The Wood Worker ceoeeese 41 3 
Wood-Working Machinery 
(CHARGE) cccccceccces *47 *58 
(NR ye a ee 6.563 6,072 
Trade Group 
American Artisan ......... 50 48 
American Druggist ........ 74 72 
American Exporter ........ 160 154 
Automobile Trade Journal. . 42 49 
Boot & Shoe Recorder (w).. 112 120 
Building Supply News..... 36 29 
Commercial Car Journal.... 76 70 
Domestic Engineering ..... 55 61 
Electrical Merchandising 
PEE. cos va webeee eae a 53 54 
Farm Implement News (bi-w) 56 76 
Hardware Age (bi-w)...... 145 141 
Jewelers’ Circular—The Key 
ee ee 72 58 
Mida's Criterion .........-. 6 15 
Motor eeeseeeeeeeeeeeees 81 72 
SEEN er 43 36 
Motor World Wholesale 68 66 
Plumbing & Heating Trade 
DEE acrcvateaentusna 32 32 
Saeet Metal Worker seeeeoed 35 *39 
Southern Automotive Journal 43 40 
Souther mn Hardware ....... 55 53 
The Sporting Goods Dealer. 99 88 
0 Ree are Be ape ae 1,393 1,373 
Class Group 
Advertising Age (w) (1034 
Ly Beer ee 76 74 
American Funeral Director.. 56 52 
American Restaurant ...... 49 52 
Hospital Management ..... 21 11 
Hotel Management ....... 48 45 
Industrial Marketing ...... 39 31 
Modern Hospital ......... 90 82 
Nation's Schools ... as 40 33 
Oral Hygiene ....... : ; 103 98 
Restaurant Management 4] 45 
Trafhec World (w)........ 58 52 
prea 621 575 
STr cludes spe ial issue *Tr cludes classi 
fied advertising Last issue estimated 
tFive issues. Two issues 


per cent more than in February, 1939, 
issues according to reports of 110 pub- 
lications included in the accompany- 


ing tabulation. The gain for the first 


two months of the year amounted to 
7.84 per cent. 

Seventy-nine papers in the indus- 
trial group registered an average in- 
crease of 8.08 per cent for the month 
and 9.73 per cent for the two-month 
period as compared with last year’s 
experience. 

The trade group as reflected by the 
reports of twenty publications in that 
division carried an increase of 1.45 
per cent more business last month 
than in February, 1939 issues, and .76 
per cent more for the initial two 
months of the year. 

Eleven papers in the class group 
continued to increase their advertising 
volume and reported a gain of eight 
per cent for the month and 7.11 per 
cent for the first two months as com- 
pared with the same period a year ago. 

In last month’s tabulation, figures 
for January issues of Engineering 
News-Record and Construction Meth- 
ods and Equipment should have indi 
cated inclusion of special issues. 
Water Works Engineering had three 
issues in January, 1940, as compared 
with two in January, 1939, which was 
not indicated. 









ON 75 INDUSTRIAL 
REQUISITIONS IN 
ONE DAY* 











And who — alone — «specified the 


a brand on thirteen hundred plant requisi- 
he tions that carried no brand? It's the 
DS PURCHASING AGENT . . . who today 


is a major executive in nine plants out of 
ten rated over $100,000! 


Industry's trend to centralized purchas- 


e : ing has made today’s Purchasing Agent 
eo the most important influence on purchases 
oa for industry. “Purchasing” is his only 
; national magazine and it covers every 
; centralized industrial purchasing unit mm 
the UL. S.! Get the facts! Conover-Mast 
Corporation, 205 E. 42nd Street, New York 
City; 333 N. Michigan Avenue, Chicago. 

*Figures from “Purchasing’s” 

Study of 1750 Requisitions = 

. one day in 17 typical plants. 

PURCHASING 


oe 


Reed By: The, Bite, Wiets:deb 4a Serine 


paneer Ye | 
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Do you realize- 


That the National Industrial Advertisers Assn. now has 20 local 
chapters throughout the United States and Canada? 


That N.1.A.A. has a total membership in these chapters, and at 
large, of more than 1,400? 


That this is the largest individual membership of any advertis- 
ing association in the world? 


That N.1.A.A. has constantly grown in size and prestige since its 
beginning over 17 years ago? 


That resignations this year have set a record low? (Only 25 as 
compared with 200 new members!) 


That N.I.A.A. is often referred to as the ““most wide-awake adver- 
tising association in the world” 





What does this mean to you? Why should you 
take time to think about it? How can it kelp 


regional conferences, its studies, its reports, its 
surveys, and the valuable contacts with one’s con- 


you? ... Well, the answer lies in the bare fact temporaries which it makes possible! 





that over 1,400 industrial advertising, sales pro- 
motion, and marketing men of this country and 
Canada find that it does help. They find a wealth 


of good in its chapter meetings, its national and 


If you haven't thought about it seriously before, 
why not clip the coupon below and get the whole 
story. Then, you can judge for yourself the worth 
of it all to YOU! 








Over 1.400 Members in These 20 District Chapters and elsewhere 


SAN FRANCISCO 

TOLEDO 

TORONTO 

WESTERN NEW ENGLAND 
YOUNGSTOWN 


BOSTON 
CHICAGO 
CINCINNATI 


NEWARK 

NEW YORK 
PHILADELPHIA 
PITTSRURGH 
ST. LOUIS 


GETTYSBURG 
INDIANAPOLIS 
LOS ANGELES 
CLEVELAND MILWAUKEE 
DETROIT MONTREAL 


If you are located where there is no chapter, ask for information regarding membership-at-large, or sug- 
gestions for establishing a NIAA chapter in your city. 


imOUST@IAL 
me ADVERTISERS 
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100 EAST OHIO STREET CHICAGO, ILLINOIS 
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Trends 





A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Good Year Anyway 

In Textile Field 

@ AFTER A bad bump in 1938, tex- 
tile machinery manufacturers climbed 
up again in 1939 and more than re- 
gained all the ground lost in that bet- 


ter-ftorgotten previous year. As a re- 


sult Textile World’s exclusive index 
of sales of textile machinery and sup- 
plies increased forty-two per cent in 
1939, reaching 105 (on basis of 1929 
as 100) as against seventy-three in 
1938, and 104 in 1937, previous top 
year of eleven years covered by this 


survey. This survey is made possible 





SHEET 
METAL 
WORKER 
CONTINUES 
TO 
LEAD 


Total Distribution 
Total Net Paid 








FACTS AND FIGURES 
PROVE 
Sheet Metal Worker FIRST! 


Warm Air Heating, Air Conditioning and 
Sheet Metal Contractors and Dealers 


*Average for six months period ending December 3!, 1939 


First in reader interest, as evidenced by (a) fewer subscriptions sold with pre- 
miums, (b) highest renewal percentage—unquestionably the most reliable of all 
gages of this condition. Subscribers’ quality portrayed by advertising space of 
heavy equipment used only by the better class of shops. When planning advertis- 
ing in this field, get complete story of OUR coverage directly from US. 


WRITE US FOR MARKET DATA — 
AND RATES c ABC) 


SHEET METAL WORKER 


45 WEST 45TH STREET, NEW YORK, NEW YORK 


8,899* 
6,864* 


5,675 


— 
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by the codperation of equipment and 
accessories manufacturers who give us 
confidential information concerning 
their sales for last year, and their pros- 
pects for the present year. 

Generally speaking, most firms 
which sell to the textile industry are 
sitting pretty for the moment, with 
orders booked ahead, but are worried 
about the future—say after the first 
quarter. In this, they are no different 
from the bulk of American business 
and industry. Most prophets are using 
the low voice this year. 

Consequently we find that, whereas 
a year ago eighty-six per cent of the 
manufacturers were optimistic regard- 
ing the outlook for 1939, today only 
forty-three per cent are definitely con- 
fident about 1940. Of the other fifty 
seven per cent, thirty per cent are 
pessimistic, and twenty-seven per cent 
just don’t know what to think. Not 
many ventured a guess on probable 
percentage change in 1940 as com 
pared with 1939; those who did aver- 
aged an estimate of an increase of nine 
per cent. However, taking into ac 
count the number who were inarticu 
late on this point, as well as the gen 
eral tenor of the replies, we think it 
safe to say that the majority will con 
sider themselves lucky if their 1940 
sales equal those of 1939, and in fact 
are more apt to anticipate, and budget, 
a ten per cent decrease than a ten per 
cent increase. Even at that, however, 
it would be a good year, and that’s 
what 1940 seems to promise to be.— 


Textile World. 


War Diverts German 
Diesel Business Here 
@ NO SMALL item in Germany's 
overseas trade has been her Diesel en 
gine business which, before the wa 
was valued at $15,000,000 a year. 

By the time war started German) 
was supplying—largely through ba: 
ter deals—more Diesel engines to ex 
port markets than was any of 
competitors—the United States, 
United Kingdom, Sweden, Switze: 
land, Denmark, Norway or France 

The German position was not u! 
challenged, however, for Americ 
manufacturers, aided by no form 
barter or export subsidy, were at 
same time able to do a $3,000,000 
year Diesel engine business abroad « 
the strength of quality and featu: 
alone. 

Now that Germany’s overseas con 
merce has been impaired by war, t 
country’s hold on a large part of 
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waeK OP PER S ptatuctt 


Featuring the work of its typical industrial 
customers rather than its products, Koppers 
Company, Pittsburgh, has started an insti- 
tutional campaign which will show how Kop- 
pers serves American industry by speeding 
production, cutting operating costs and in- 
creasing profits. Advertisements will appear 
regularly throughout the year in Business 
Week and the Wall Street Journal. Ketchum, 
Macleod & Grove, Inc, is the agency 


Diesel engine market is necessarily 


broken. 


dollars’ worth of engine business that 


This means that millions of 


would have gone to Germany in 1940 


on barter had peace continued has 
been thrown on the open market to be 
taken up by manufacturers who can 
supply the best product for the price. 
\merican manufacturers are well pre- 
pared to compete for the business on 


this basis. 





American Exporter. 


Look for Substantial 


Factory Construction 

@ IT IS GENERALLY admitted that 
the immediate market for factory 
According to 


W. Dodge 


Statistical Research Service, the dollar- 


onstruction is large. 


timates made by the F. 


olume of this type of building will 
greater, by over forty per cent, 
in that of 1939, which showed ap- 
oximately the same percentage of in- 
ease over 1938 activity. 
The Dodge service sets $240,000,- 
) as a conservative figure for a 
+0 volume of over-all construction 
manufacturing buildings (includ- 
new and modernization projects) 
thirty-seven eastern states. How- 
the same source emphasizes that 
ny factors may operate to stimulate 
therefore 
$314,- 


may be 


tory construction and 
gests that the volume of 
000 reached in 1937 
sible of attainment during this first 
r of the °40 decade. 

apparently, 


T ] ~ 
inhese figures, reflect 





needs in the manufacturing building 


classification that are regarded as 
“normal” results of a comparatively 
more favorable business situation and 
a consequent increase in production 
activity. Economists says that the ef- 
fect of the European war on Ameri- 
can industries has, up to now, been 
negligible—at least so far as the need 
for plant expansion and new building 
is concerned. Furthermore, they ap- 
parently hold the belief that this con- 
dition will remain substantially un- 
changed during the current year. This 


contention is reinforced by statements 


emanating from industrial corporation 
officials, and such organizations as the 
U. S. Chamber of Commerce and the 
American Manufacturers’ Association, 
condemning plant expansion as a gen- 
eral policy based upon activity inci- 
dent to war. This implies, therefore, 
that in 1940 
projects will be of substantial, perma- 
They will probably 


factory construction 
nent character. 
proceed only upon the basis of a care- 
fully considered program of expansion 
in line with the trend of sound growth 
evidenced within an industry.—Archi- 
tectural Record. 




















CERAMIC 


vital 
building 
industry 
factors 


EQUIPMENT and MATERIALS 





BUYERS’ DIRECTORY and CATALOGS 


4 DEALERS 
ann CONTRACTORS’ 
CATALOG AND 
DiaecToRT 


Publishers to the 


BUILDING INDUSTRY 


Building is too big a market to be served by a single business paper. 
Only a group of editors, concerned with the point-of-sale, application and 
manufacturing divisions, pooling their knowledge, contacts, understanding, 
can be aware of the underlying, ever-developing pattern of this many- 
sided industry, and so build such an effective unit as is represented by 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. Van Buren St. 


CHICAGO 
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Free Trial Offer 


campaigns to this list, one in Febru- 
ry and another in mid-September 
each year. Without exception returns 
have run in excess of fourteen per 
cent for each campaign, and it has 
been interesting to note that virtually 
every request received for free trial 
material has been bona-fide. This is 
doubtless due to the type of mailing 
lists used. Over a three and a half 


year period through the combined ef- 






“Sn SR 


ee 





OLDEST 
by 


40% 


Greater 
Coverage 






1@ 
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4 grant? 
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American industry's ever-increasing en- 
dorsement of MacRAE’S BLUE BOOK is 


significant. More and more advertisers 
* appear in each new edition. Advertisers 


of many decades are increasing their in- 
vestment, and new ones are steadily join- 
ing their ranks. 


The reason? INQUIRIES, inquiries that 

2 Decades are live—from saleable concerns—in- 

quiries that cost the absolute minimum. 

. Be sure you tie in your current advertising 

program with that back-log of assured 

buying inquiries—MacRAE’S BLUE BOOK 
(48th Edition) now being compiled. 





18 E. Huron St. 


forts of weekly direct mail followup 
advertising and personal calls by sales- 
men, sixty-eight per cent of all trial 
orders have resulted in adoption of the 
product. The company now supplies 
Formula SBS-11 to over 3,200 indus- 
trial firms from coast to coast. Ware- 
house stocks are kept in Seattle and 
San Francisco, hut otherwise all ship- 
ments are made direct from Saginaw. 

Through vigorous, planned use of 
advertising and careful picking, train- 
ing and cooperation with its salesmen, 
the company has run its sales volume 
to the number one position in the in- 


Advertisers 
Rate it 


\\ Tops” 








} Biae Boole 


Chicago 








Industry’s Finest Buying Guide 
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Production and profits depend on healthy hands. Formula 


SBS keeps industna! hands clean. chap free. eificient. Quickly 
removes grease. grime and bacteria. Helps prevent iniect 


pla ~ sup 2 SBS-li to employees 


2 ply Formuk Write 
sday te bera! FREE 
TRIAL SUPPLY to Sugar FORMULA SBS-II 
Beet Products ‘ 300 
Watier St “ginaw. M THE INDUSTRIAL SHIM CLEANSER 


Typical small copy for Formula SBS-I! 
now running in business papers which is 
producing about 300 inquiries a month 


dustry. A campaign in business and 
trade papers, started in August, 1939, 
has done much not only to produce 
an unending flow of inquiries, but to 
establish Formula SBS-11 Skin Cleans- 
er in the minds of both present and 
prospective users. 

Since Formula SBS-11 was first an 
nounced a great change has taken 
place in industry. Where, only four 
years ago, the average firm was not 
interested in a product of this type, 
today most companies are doing every 
thing possible to provide for the health 
and welfare of their workers. This 
change of attitude has naturally been 
of tremendous help in marketing 
Formula SBS-11. The large amount 
of advertising which plant washroom 
product manufacturers have done has 
done a lot to bring about this sudden 
change. 

With an eye to the future, a hous: 
publication known as “The Wash 
room” has been instituted. Carrying 
no advertising for Formula SBS-11 ©: 
the Sugar Beet Products Company, 
this four-page two-color monthly 
sent gratis to a list of 20,000 indu: 
trial safety and medical directors. It 
sole purpose is to create a desire to! 
modern, well-equipped plant was 
rooms. The magazine has had an e> 
cellent reception and is quite uniquc 
in that a page each month is devot 
to listing and describing the product 
of other manufacturers (except soa} 
and skin cleansers, of course!) whic 
have a place in the modern washroo' 
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The Sugar Beet Products Company 
acts as a clearing house for nearly 100 
inquiries a month about these prod- 
ucts. A free washroom planning serv- 
ice, an illustrated feature “The Wash- 
room of the Month,” an editorial on 
washrooms, and an article by a well- 
known industrial safety or medical 
director on industrial hygiene go to 
complete the contents of the publica- 
tion. It is sent gratis to anyone in 
industry requesting it. 

Formula SBS-11 is exhibited at 
safety, medical, and chemical conven- 
tions in an endeavor to take advantage 
of every possible opportunity to per- 
sonally discuss the product with user- 
companies and prospects. The com- 
pany’s sales representatives from a 
radius of 500 miles of the convention 


point usually attend. 


With over 3,000 firms now using 
Formula SBS-11 daily, and with more 
than 2,000 companies testing the 
product at all times—with an average 
of 130 new customers being added 
every month—it looks as though It 
Can Be Done! 
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House Magazine Awards 


vhich included Burton Rascoe, author 
ind editor; Eric Hodgins, publisher of 
Fortune; T. M. Cleland, designer of 
ortune and other publications, and 
R. I. Nesmith, R. I. Nesmith and As- 


sociates, photographers. 


Second place in the internal maga- 
rine field went to the “Pelican,” pub- 
lished by the Mutual Benefit Life In- 
surance Company, Newark, and third 

ice to “The Hercules Mixer” of the 
Hercules Powder Company, Wilming- 

m, Del. Second place in the ex- 
ternal field went to “Harvester 
World” of the International Harvester 
Company, Chicago, and tied for third 
place was “Inco” of the International 
Nickel Company, New York, and the 

Merck Report” of Merck & Co., 
Rahway, N. J. 

Cited for honorable mention were 

[he Sperryscope” of Sperry Gyro- 

pe Company, Brooklyn, “The Pa- 

Maker” of Hercules Powder Com- 

y, and “Steel Horizons” of Alle- 
sheny Ludlum Steel Corporation, 
Pittsburgh. 


Howard A. Marple, editor of the 
‘Monsanto publication, and John O. 
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Nilan, editor of “Watch,” have been 
invited, with the other winners, to at- 
tend the banquet of the House Maga- 
zine Institute at the Hotel Astor, New 
York, March 13, to receive formal 
awards. Mr. Bernhard will make the 
presentations and will also make the 
address of the evening. He has chosen 
as his subject, “Type and the House 
Magazine.” 

In appraising the entries for the 
contest, the first of its kind ever con- 
ducted, judges paid tribute to the high 
quality of editorial matter represented 


by the house magazine field, which 
was enlarged in 1939 by more than 
400 new and revived publications. 

The institute, founded a year and a 
half ago, is the official “chamber of 
commerce” of the house magazine 
editing profession, both for external 
and internal house publications. Non- 
profit making, it maintains a New 
York headquarters to supply informa- 
tion and help to those interested in 
company publications. Its member- 
ship includes forty-six leading com- 
panies throughout the country. 





Your SALESMEN will use your 





advertising . . . if they believe in it. 


They'll show it fo prospects . . . use it to drive home sales 
points . . . help distribute it otherwise . . . dig up pictures 
and performance data for it. Such team work between your 
advertising and your salesmen means lower selling costs and 


more business for you. 


The five top men in Commercial Advertising Agency can help 
you achieve this pull-together situation because they have all 
been salesmen . . . hired and trained salesmen . . . handled 
salesmen’s reports... done field work with clients’ salesmen .. . 
talked at sales conventions and otherwise learned about 


“Knights of the Brief Case.” 


Why not have Commercial study your salesmen-advertising 
setup — there's no obligation, so write or phone Wabash 0703. 


40 


COMMERCIAL ANDVERTISING 


INGENCY, INC. 


600 SOUTH MICHIGAN AVENUE e FAIRBANKS MORSE BLDG. ¢ CHICAGO 
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—he spends the 
“7, BIG DOLLARS 


a“ f) 





Over three billion dollars were 
spent last year for engineer- 
ing construction. And in all 
branches of this big money 


market— 


Civil engineers control 
every construction step 
from the first sketch 
to the final project 


They have told the buyers 
what to buy. Tell them about 
your product, in their own 


publication. 






The ? 
oo 
ENGINEER 


Ee 





33 West 39th Street @ New York, N. Y. 
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SEllk ome 


yt ENGINEER 


USES MARKET DATA BOOK 

To THE Eprror: We have been us- 
ing your new Market Data Book in 
preparing our schedules for 1940 and 
find it extremely useful. 

Your house is certainly to be com- 
mended upon this excellent piece of 
work. 

Terry MITCHELL, 
Advertising Department, Frick Com- 
pany, Waynesboro, Pa. 


* Ww’? 
HELPFUL CRITICISM 


To THE Eprror: We are greatly 
obliged for The Copy Chasers’ com- 
ment on Algoma Steel advertising 
which appeared in the February issue 
of INDUSTRIAL MARKETING. We feel 
that their criticism is justified, as we 
ourselves have been searching for the 
very thing that they suggest 1s lack- 
ing. 

EaRL ORCHARD, 
Algoma Steel Corporation, Ltd., Sault 
Ste. Marie, Ontario, Can. 


. wt’ 
JUST HUMAN NATURE 

To tHe Eprror: A bit late, but 
nevertheless sincere, are my thanks for 
your “O. K. As Inserted” on the 
Westinghouse advertisement mention- 
ed in your February issue. 

Funny how our opinions change! 
When you “pan” us, we think you’re 
terrible. But when you hand out an 
orchid—“Well, that guy knows his 
business.” 

Anyway, we thank you. 

A. T. GouLDING, 
Vice-president, Fuller & Smith & Ross, 
Inc., ¢ leveland. 


vyv¥y? 
TIMELY AND SIGNIFICANT 
To tHe Eprror: “What Manage- 
ment Expects of Industrial Advertis- 
ing” in your February issue, is, I be- 


lieve, an exceptionally significant ar- 





ticle. The writer wishes to congratu 
late Mr. William J. Carroll and IN 
DUSTRIAL MARKETING for printing 
this concise and timely opinion of in 


dustrial marketing’s place in business 
today. 

Undoubtedly, many other industrial 
advertising managers will endorse Mr. 
Carroll’s views on “dramatizing sound 
ideas inherent in your sales story” 
the excellent thoughts on codrdinatio: 
of management and advertising 
and the practical way in which an in 
dustrial advertising department cai 
supplement the activities of the sale 
department. 

JouHn K. Crippen, 
Advertising Manager, Bantam Bea: 
ings Corporation, South Bend, Ind 


. Vv 
CONSTRUCTIVE FEATURE 
To tHE Eprror: The Copy Chas 
ers’ comments in recent months hav« 
been very constructive and I thin 
make the article a leading feature of 
your good paper. 
Doucias C. MINER, 
Manager, Advertising Dept 
E. F. Houghton & Co., Philadelp! 


, v 


OFFERS SERVICES FOR 
LATIN AMERICAN BUSINESS 

To THE Eprror: I am interested 
securing a periodical dealing 
Latin American trade with the U. 5 
(import and export) and I will 
preciate, therefore, your advices 
garding the most suited publicat« 
in this respect. 

It is my object to offer my ser\ 
to American firms who may be int 
ested in the development and enla: 
ment of such trade relations betw: 
the Americas. Any suggestion 
you care to give me along these | 
will be sincerely appreciated. I co 


with an experience of more than 
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IN 





years doing secretarial and sales work 


with Spanish and American people, 
which I consider an excellent back- 
ground for my endeavors. 

RAMON MarTIN, 


Lanuza 5 entre A y B, Almendares, 
Marianao, Cuba. 
-— =. 


SOME POINTERS ON 
MANUFACTURERS' AGENTS 

To THE Eprror: 
a great deal of interest, the article 
INDUSTRIAL MARKETING 
written by Mr. Marshall W. 
entitled “The F. L. C. Plan 
Marketing Through 
Agents.” 


I have read with 


November 
George, 
for 
Manufacturers’ 


There are a great many good points 
brought out in Mr. George’s article 
especially that part which tells of the 
company’s activity after the agent has 
been secured. Too much stress can 
not be laid on the necessity of keeping 
n touch with the agent with letters 
ind other material of a helpful nature. 

There is one part of the procedure, 
however, that Mr. George passes over 
much too lightly. I might add, after 
working with over two hundred man- 
ufacturers, that he is not alone in his 
consideration of this particular part of 
the job. I refer to the lack of care 
taken in the selection of the proper 
manufacturers’ agents. 
The reason so many manufacturers 


had 


inufacturers’ 


with 
the 


results 
that 


lave discouraging 
agents 1S 
foundation of their sales force received 


All best 


uid merchandising plans will go for 


the least attention. the 


ught if the agents selected are not 
of the right kind. 

Let me cover briefly a few points 
hat many years experience have 


own to be most important. 


1. Obviously the first requirement 
that the man selected must be a 
xd salesman—proven by past rec- 


is. Mr. 


securing 


George’s suggested methods 
ot 


and interviewing 


names manufacturers’ 


nts, then writing 


se agents is not a very effective 


of proving an agent’s selling 
takes 


t hod 
lity. It and a 
the 


But 


time very 


ferent method to gather facts 


this important point. they 
be had. 
Now let 


red five or six men who are good 


us say that you have 


smen. Are you going to choose 


best one in the bunch on the basis 
elling ability—assuming that none 
elling competitive products? Most 


ufacturers and sales managers 
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would say yes to that question. It is 
on this point that most of the mis- 


takes are made in selecting manufac- 


turers’ agents. 

What should be done is to select 
the manufacturers’ agent to whom 
your account will be an important 


account. It is much better to gain 
on this point and take an agent who 
does not rank so high in selling ability 
than to get the best salesman in the 


bunch. 


to make money. And every mother’s 
son will do what every manufacturers’ 
agent does— push his most important 
line. So why expect an agent to push 
the sale of your line of products where 
he has a line on which he can make 
twice as much as he can on yours. 

As I have stated before, this is one 
of the most important points for con- 
sideration in the selection of a manu- 


facturers’ agent to sell your product. 


Manufacturers’ 


ness for exactly the same reason as the 
manufacturer and the sales manager— 


agents are in busi- 


If you are fortunate enough to have 


(Continued on page 83) 


a line of products that ranks high in 
desirability you won’t have too much 





CONVENTION 
Dallas. Texas 
April 22-25 


April Issue 
SOUTHERN BUYERS 
DIRECTORY 


Southwestern 


Industries Section 


and Southwest. 


Southern 








TRIPLE MILL SUPPLY 


The three major associations of Mill 
Supply and Machinery Houses — the 
American Supply and Machinery Manu- 
facturers’ Association, Inc., the National 
Supply and Machinery Manufacturers’ 
Association, Inc., the Southern Supply 
and Machinery Distributors’ Associa- 
tion, have chosen the Southwest for 
their 1940 joint convention. This is the 
first time this annual triple conventicn has ever 
met in the West. It was the natural, logical 
choice to go South in recognition of the rapid 
industrial development of this section, which 
showed the greatest regional gain in manufac- 
turing from 1931 to 1937. 


With its complete coverage of the growing industrial South 


The April issue of Southern Power and 


Industry «will include two special sections of vital interest: 
Southwestern Industries Section 


Southern Buyers Directory 


Your sales message in this April issue of S.P.I. will have 
complete coverage of the Dallas Triple Mill Supply Con- 
vention—this in addition to the regular circulation. 
reservations now—Closing date March 14. 


Make 


Power and Industry 


ATLANTA, GA. 


| horough 


1940 


Cove 


rage of Specialized Markets 
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‘Markets Are Not People 
.. . But People Who Buy’’ 


No othe 


construction 
























the 
field 


pressionably contacts so “many 


paper in engi- 


neering im- 
people who buy” in the high- 


way field* as does 


ROADS and STREETS 


And these “people who buy” in 
field will spend 
for 


and materials between now and 


the highway 


$600.000.000 equipment 


the close of this vear. 


Activity in the highway field is 
buy in ROADS 


buy 


just starting ... 
AND STREETS 


a market. 


ROADS and STREETS 


1 Gillette 
330 South Wells St., Chicago, Hl. 


and you 


Publication 


*Ask for Qu t P AY 



















































Coverage of South American in- 
dustrial plants and distributors was a 
premium which the March issue of 
the Blue Book gave its advertisers. 
The response to this added, impor- 
tant circulation was so widespread 
and favorable that the April, May 
and June issues of the Blue Book will 
again offer this buying market to you. 
With its Pan-American, Canadian and 
other foreign circulation, in addition 
to its unusual coverage of the best 
buyers in this country, the Blue Book 
will bring your products to the at- 
tention of the entire metal-working 
market. 

Make your plans now to take ad- 
vantage of these coming, important 
issues. 


Hitchcock Publishing Co. 


$08 S. Dearborn St., Chicago, Ill. 







































What local chapters of the National 
Advertisers Association are doing and thinking about 


N. LA. A. News 


Industrial 





Regional Conference in 
Chicago, April 19 

Chicago, Indianapolis, Milwaukee and 
St. Louis chapters of the N.I.A.A. are 
sponsoring a regional conference to be 
held April 19 in Hotel Sherman, Chicago 
The all-day program will include speakers, 
clinic and entertainment in the 


sessions, 


evening 


J. H. VAN DEVENTER C. McDONOUGH 


Among the speakers will be J. H. Van 
Deventer, president, The Iron Age, Charles 


McDonough, president of N.I.A.A. and 
advertising manager, Combustion Engi- 
neering Company, New York, and a 
tionally known authority on market 


research 


Six clinic sessions will cover 
hI 
and mar- 


special proDiems oO! 
Keting executives 
W. D. Murphy, 
Sloan Valve Company, Chicago, is general 
chairmar Assisting him are E. J. Goes, 
advertising manager, Koehring Company, 
Milwaukee, co-chairman in charge of pro- 
Milo E. Smith, advertising man- 
hicago Bridge & Iron Company, 
program chairman; Harry Neal 
Baum, advertising manager, Fairbanks, 
Morse & Company, Chicago, and E. A 
Gebhardt, vice-president, Commercial Ad- 


vertising Agency, Chicago 
Junior Affiliate Membership 
Being Tried at Cleveland 


Entering into what may be termed an ex- 
perimental period looking toward the estab- 


“Junior Afhliate™ 


ishment of a 


} 
advertising 


advertising manager, 


motior 
ager, C} 


Chicago, 


grade ot 
Industrial 
Cleveland has instructed its membership to 
invite during the remainder of the present 
term, candidates for junior afhliates from 
their own or other organizations, to attend 
the regular scheduled meetings. Such in- 
vitations are to be issued only to young 
clearly in the junior or apprentice 
of industrial marketing, and not to 
ible for active or 


membership, the 


men 
stage 
anyone elig associate 
membership 

The basic reasons for establishing this 
“Junior Affliate” grade are given by J. L 
Beltz. president of the Cleveland chapter, 
as follows 


1. To 


sibilities and 


men in the pos 
industrial advertis 


interest young 
future of 


2. To provide a series of meetings (pos 


sibly later a course of study) whereby 





Marketers of 
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such young men may become better ac 
quainted with advanced phases of the tech- 
nic and functions of industrial advertising 

3. To help young men in the advertis 
ing department to prepare themselves for 
promotion. 

4. To provide a source of pre-educated 
young men from whom advertisers can 
draw as their departments requires addi 
tional personnel 

5. To provide a group of men, who as 
they develop into positions of authority in 
industrial advertising, will be the reservoir 
from which I.M.C. will draw new mem- 


bers and new blood 


New Jersey to Celebrate 
Fourth Anniversary 

Industrial Marketers of New Jersey will 
celebrate its fourth anniversary March 27 
with an afternoon meeting and dinner 
with entertainment. During the afternoor 
a “stump the experts” clinic will be held 
similar to that of last November, and i: 
the evening, John H. Vandeventer, presi 
dent, The Iron Age, will talk on “Busi 
ness Prospects During 1940.” 


St. Louis Sets Huge 
Study Program in Motion 

Outlining 
program for the coming year in the forn 
of a study schedule to cover a period of 
over forty weeks, the Industrial Marketing 
Council of St. Louis has set in motion ar 
industrial marketing study council whic 
promises to establish a precedent for the 
conduct of similar programs throughout 
the entire N.I.A.A 

To get the program underway a plar 
ning committee has been formed 
ing of the board of governors who have 
outlined a comprehensive list of studie 
which embrace the whole field of market 
ing covering the following subjects: Ger 
eral functions and corporate codrdinatio1 
administration; product analysis; packag 
design; production; labor relations; mar 
keting; sales management; sales planning 
primary selling; intermediate selling; final 


an extensive and ambitious 


consist 


resale; warehousing and shipping; cus 

| 
tomer service; sales analysis; sales rela 
tions; advertising research; advertisit 


management; advertising planning; adve: 
tising preparation; merchandising the can 
paign; media selection; advertising suppl) 
advertising counsel; advertising budget 
control; direct mail advertising; publicity 
supply (purchasing); legal practice; 
counting; and public relations. 

To each subject a chairman has beé 
appointed who in turn will appoint | 
own committee to assist him in the « 
ganization of a study group, to 
speakers and to help set up a data ur 
to be used in the preparation of a stud 
manual for distribution to members. Ea 
member is advised to attach himself 
any one of the committee chairmen, select 
ing those subjects in which he feels he 
vitally interested, to take an active part 
in as many of the subjects as he possit 
can, and to codperate to the extent 
making the program an entire success 


The St 


secu! 


Louis chapter has approved 














proposal to publish a monthly newspaper 
to contain personal items, announcements 
of committee activities, announcements of 
programs for the following month and 
other items of interest for circulation 
among members and prospective members. 
Advertising space at cost is to be avail- 
able to members. 


McDonough Outlines Seven 
Points for Success 


Seven specifications for the ideal in- 
dustrial advertising manager were laid 
down before the Technical Publicity As 
sociation, New York, last month by 
Charles McDonough, president, N.I.A.A., 
and advertising manager, Combustion En 
gineering Corporation, New York. The 
seven qualifications mentioned by Mr. Mc- 
Donough were: (1) Ability to analyze 
sales problems; (2) ability to integrate 
knowledge gained through analysis; (3) 
ability to use salesmanship in addressing 
a mass audience; (4) ability to do creative 
thinking and translate imaginative element 
into copy; (5) executive ability, regardless 
of whether advertising department is large 
1 small; (6) good judgment, necessary 
for all business men but particularly im- 
portant for advertising men since their 
errors are magnified: (7) knowledge of 
the company and its products as well as 
knowledge of contemporary practices in 
ll phases of industrial marketing 

Mr. McDonough pointed out that in- 
justrial advertising is still comparatively 
young and hence changes which must be 
closely followed are continually taking 
place. The only way that industrial ad- 
vertising men can keep abreast of these 
developments is through membership in 
N.LA.A., he added. A second advantage 

membership in the association cited by 
he speaker is the personal contact which 
embers make 

The May meeting of the New York 

ipter will consist of an all-day session 

celebration of T.P.A.’s thirty-fifth an 
niversary. The membership is to be polled 

n the question of changing the name of 
e group to something more suitable 


Pittsburgh Council Hears 
Better Business Bureau Head 


“Advertising is no longer a device to 
ttract patronage but a conveyor of that 
ich is really good in the character and 
cedure of legitimate business,” de 
ired G. H. Dennison, general manager, 
e Better Business Bureau of Pittsburgh, 
fore the February meeting of the Pitts 
rgh Industrial Advertising Council 
Business today must produce, advertise, 
1 sell in a way that will create and pro- 
te public confidence in every way. Bad 
ctices in advertising can, and do, un- 
rmine all that is good in business,” Mr 
nnison emphasized 
Contending that industry has been too 
dest in acclaiming how it has gained 
accomplishments, Mr. Dennison sug 
ted that when industry treats its em 
yes well, that type of information is 
nterest to the public, and that while 
ple may buy a product they may, at 
same time, damn the company that 
luces it because of the manner in 
h it treats its workers 
cause of fraud, the annual per capita 
to each person in the United States 
$55, Mr. Dennison revealed, and he 
d the curbing of fraudulent practices 
iminate this undue loss, reverting that 
ey back into the purchase of honest 


t 
ts 


New England Discusses 


Distributor Cooperation 


Industrial distributors are essential to 
effective, low-cost distribution of indus- 
trial products and should receive intelli- 
gent codperation and help from manutac- 
turers, Fred Bannister, sales promotion de- 
partment, Fafnir Bearing Company, New 
Britain, Conn., asserted in opening the 
February meeting of the Industrial Adver- 
tising and Marketing Council, Waterbury, 
Conn Discussion following the talk 
evolved around the various phases of pro- 
moting the sale of products through dis 
tributor’s salesmen as a means of moving 
the product off the shelf. Other factors 
discussed were effective methods of hold- 
ing meetings of jobbers’ salesmen; equip- 
ping a new jobber with sales promotion 


literature; and direct mail to the distribu 
tors mailing lists 


Gives Nine Reasons for 
Using General Media 


A study of buying factors is essential 
to determine whether an industrial adver 
tiser should attempt to broaden his adver- 
tising by the inclusion of general media, 
A b Decker, executive vice-president, 
Henri, Hurst & McDonald, Chicago, told 
the Engineering Advertisers Association 
last month In many instances, industrial 
copy for general media may have to be 
broadened to such an extent that its mean 
ing and effectiveness would be of little 
value, Mr. Decker contended. However, 
he offered nine suggestions as to how 
general media might fit into industrial 
advertising plans: (1) When buying in 











There Is Only One Way To Get ALL 
That The A.S.M.E. MECHANICAL 
CATALOG and DIRECTORY Offers! 


—and that is only through your catalog being placed in the A.S.M.E. 
MECHANICAL CATALOG. It does not parallel coverage with 
any other catalogs that undertake to cover the mechanical field. 
There is no appreciable overlap in distribution, for the A.S.M.E. 
MECHANICAL CATALOG has a circulation unique in the 
community of interest between the engineers who receive and use 
it and the manufacturer who presents a catalog of his products. 

No other annual reference book covers the A.S.M.E. Membership. 
This is not duplicated in any other catalog. The A.S.M.E. Catalog 
is confined to the mechanical field and thus gives the manufacturer 
the full 15,000 contact value with the quality group of engineers 
who receive it—a fertile field for those who have engineering equip- 
ment and materials to sell to industry. 








majority of whom are A.S.M 


in practically every industry. 


nical accuracy and completeness. 


engineer in industry. 


basic reference. 


1 Provides Distribution of 15,000 Copies annually to individual 
engineers and executives, keymen of recognized buying power, the 
. Members 


2 Provides Contact with Technical Buyers in approximately 10,000 
plants. Assures identification of product with mechanical engineers 


& Provides Frequent Use through a complete “Directory of Industrial 
Equipment and Materials’? which is the best extant both as to tech- 


The A.S.M.E. MECHANICAL CATALOG AND DIRECTORY is 
specifically planned to serve the reference requirements of the mechanical 
It is by engineers for engineers. 
thirtieth year, this annual Catalog and Directory is recognized as a 
Its publisher, the A.S.M.E., is the authoritative body 
and clearing house for mechanical engineering thought and practice. 


Single pages are welcome if you feel this space best suits your requirements—Rate $225. 


1941 EDITION NOW BEING COMPILED 





To have your catalog printed as part of the next issue—address 


Now in its 








Gwest Uiice “Vo 





THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W. 39°St. New York. 


Vest 
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significant only so far as they show trends 
from year to year. 

11. Since such tests vary with the pub- 
lication policies and other factors, results 
from two publications or two separate 
fields should not be compared 

12. People wouldn't be “fed up with 
surveys” if they would take time to under- 
stand them 

13. An understanding of survey meth- 
ods on the part of advertisers is more im- 
portant than finding standarized methods 
of making surveys. 

14. Advertisers should make more use 
of “consumer jury™ testing but the tests 
should be limited to choices between two 
things only and should be tests of single 
elements, never tests of whole advertise- 
ments. 


Toronto Chapter Hears 
Talk on Packaging 


A container must permit a product to 
reach a customer in good condition and 
keep it in good condition during service, 
D. E. A. Charlton, editor, Moving Mer 
chandise, Canada, stated at the February 
meeting of the Industrial Advertisers As 
sociation of Ontario. A package should 
be easy to fill, to open, and to close, con- 
venient in size and shape and it should 
be attractive and adaptable to production, 
Mr. Charlton further emphasized in speak- 
ing on the subject “Industrial Packaging.” 

V. R. Young and L. B. Hicks, Cana 
dian General Electric Company, Ltd., 
Toronto, spoke on “The Goal of Indus- 
trial Marketing,” and with the use of 
charts showed the part played by space 
advertising, direct mail, and salesmen in 
obtaining recognition for a product 

Prior to the meeting the Canadian 
Johns-Manville motion picture “Heat” was 
displayed. 


Mason-Dixon Chapter Releases 
Study on Photographs 


One of the real problems of industrial 
advertising men for years has been that of 
btaining good photographs of industrial 
subjects. In an effort to tear down this 
barrier, the Mason-Dixon Industrial Ad 
vertisers, Gettysburg, Pa., has completed an 
illustrated study on methods of taking and 
sing photographs 

Entitled, “Photographs, Their Uses in 
Industrial Advertising, and Directions for 
Taking Them,” the study analyzes three 
types of industrial photographs the 
“Record,” “Installation” and “Dramatiz- 
ing’ types. In taking conventional record 
photos for catalog use, for example, ad- 
ice is given on the preparation and illum 
nation of the subject, the type of film to 
be used and the best camera settings 

The recommendations offered for tak 

: installation photographs are given with 

view toward naturalness in the finished 
print. The study definitely suggests that 

photographer should work under the 
sonal supervision of the advertising 

n or, if this is not possible, he should 

least be given specific instructions as to 

it views to take 

Pointing out the difficulty of laying 

wn definite rules for taking the drama 

1g type of photograph, three “musts” 
listed: (1) Always indicate, or ac 
ly show, life or movement; (2) have 
photograph made for the particular job 
and; (3) excepting for very special 
keep away from the “salon™ type of 
In other words, do not make the 
Photograph so artificial or so clever that 
[ product is overlooked or your selling 
y is completely submerged 
cluded in the concise outline is val 


uable information concerning photographic 
releases, interior and exterior requirements, 
background highlights, care of prints, and 
many other extremely helpful aids in the 
production of good photos. 

Copies of the study are available, for 
25c each, from N. I. A. A. headquarters, 
100 E. Ohio Street, Chicago, Illinois 


The Copy Chasers’ Selection 
Receives Advertising Award 


The General Electric campaign for 
which The Copy Chasers nominated as 
the industrial advertising copywriters of 
the year 1939, F. N. Neal and N. B 
Reynolds (See IM, Jan. “40, p. 46) re- 
ceived first award under the classification 
of “Advertising as a Social Force” in the 
annual advertising awards for 1939 spon- 


sored by Advertising © Selling. Presenta- 
tion of the awards was made in seven 
classifications last month at the Waldorf- 
Astoria Hotel, New York. 

First award for the best advertisements 
appearing in business publications went to 
the Oklahoma Publishing Company and 
honorable mentions were given to Fuller 
& Ross & Smith, Inc., for the Aluminum 
Company of America campaign, and to 
Young & Rubicam, Inc., for the Cluett, 
Peabody & Co., Inc., Sanforized-Shrunk 
campaign. 

The gold medal award for distinguished 
service to advertising during 1939 was 
given to John Benson, president, American 
Association of Advertising Agencies. Ma 
son Britton, vice-chairman, McGraw-Hill 
Publishing Company, received one of the 
silver medals under this classification 





@ Excavating executives comprise a large group of equip- 
ment buyers who have a common interest in methods and 


equipment because of the similarity of conditions encountered, 


whether the excavating problem is moving dirt for a highway 


or basement or uncovering (stripping) more valuable deposits 


lying near the surface of the ground. Likewise the excavation 


of rock and ore, in general, presents the same problems 


whether in quarry, on construction or in surface mine. 


@ This kinship of interests in all the excavating industries 


leads to a logical grouping through modern, controlled- 


circulation methods — to a keen reader interest through prac- 


tical editorial presentation of the facts on job-methods and 


performance — to a profitable advertising medium for serving 


the makers of excavating equipment and supplies, hauling 


units of all kinds, drills, blasting materials, pumps, compres- 


sors, maintenance machinery of all kinds, and a host of other 


items necessary to carry on these excavating operations. 


@ Excavating Engineer believes that no circulation list is ever 


perfect; that perfection in this endeavor is impossible of achieve- 


ment; but that its coverage of this highly exclusive market 


is the finest available and fully worthy of your patronage. 


Ask to see a CCA report or NIAA publisher's statement. 
THE EXCAVATING ENGINEER PUBLISHING CO. 


South Milwaukee, Wis. 


1014 Monroe Ave. 


FOUNDED 





ENGINEER *” 


for reaching the water well drilling industry use “The Driller’ 
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Four Wheel Drive Auto 


difference in the cost of the two types 
of trucks. A seeming saving in orig- 
inal investment may even be the oc- 
casion for someone “pointing with 
pride”’ to the saving effected; however, 
with heavy snowfall and _ traffic 
brought to a standstill, the public 
clamors for adequate equipment and 
then the biggest and most powerful 
four-wheel drive made is none too 
large to satisry the demands of the 
harassed officials. After a particu- 
larly hard winter with heavy snowfall 
and drifting, the trend toward the 
heavier size trucks is very pronounced. 
All one needs for an accurate market 
analysis for the size trucks to be pur- 
chased for the coming season for snow 
removal service is the latest map com- 
piled by the U. S. Bureau of Agricul- 
ture, showing the snowfall records. 
These records are one of the factors 
used in determining the size trucks 
upon which to place sales and advertis- 
ing effort for the coming season. 

FWD’s advertising theme in na- 
tional and regional business papers as 
well as its theme in direct mail, plugs 
the benefits of the general four-wheel 
drive principle in motor trucks, to- 
gether with features of the FWD 
truck in particular. The purpose in 
following this theme is to create new 
markets or expand old markets in the 
more extensive use of four-wheel 
drive trucks, which is actually an ad- 
vertising job for the industry, com- 
bined with a promotion on FWD’s 
features. Our aim is to create a larger 
market for four-wheel drive trucks, 
knowing that on the average we will 
be successful in cashing in on approxi- 
mately eighty per cent of the total 
volume of four-wheel drive trucks 
purchased. 

It may be of special interest to some 
to know that FWD regional advertis- 
ing is run on a fifty-fifty codperative 
basis with the company’s distributors. 
The copy is localized to meet require- 
ments and is run over the signature of 
the distributor. These campaigns are 
arranged for by the district managers 
at the beginning of the company’s fis- 
cal year starting in July. Separate con- 
tracts are signed by the distributors 
and the company for their respective 
shares of the cost and each is billed 
separately. The copy and all details 
tor the 


regional advertising are 





handled by the advertising depart 
ment, which also executes all other 
advertising material with the excep 
tion of the national publication ad 
vertising which has been handled sinc« 
1927 by Klau-Van Pietersom-Dunlop 
Associates, Inc., Milwaukee. Howard 
Landgraf is account executive. 

One of the problems that confront 
heavy duty truck operators is the 
maze of restricted legislation and reg 
ulation governing the size and weight 
of trucks and trailers which vary in 
each state. For the past ten years we 
have condensed all of these regulations 
into a small handbook which is offered 
to the truck users without charge. We 
usually have about 10,000 requests 
for the handbook from truck opera 


tors in every vocation each year, and 


it provides an excellent opportunity t 
suggest the benefits of four-whee 
drive trucks for their hauling require 
ments. These handbooks are kept as a 
reference by truck operators through 
out the year and serve as a regula 
reminder of FWD trucks. The selling 
organization is furnished with the 
names of these inquirers and salesmen 
find that they are very helpful in call- 
ing on a new prospect. This is es 
pecially true in arranging for the first 
interview. By taking an active part 
in promoting fair legislation for the 
motor truck industry we are fre- 
quently called upon for help by vari 
ous truck owners’ organizations 
throughout the country, offering fu: 
ther opportunity of bringing the 
FWD story to the principal truck 
operators. 

FWD advertising, to be effective, 
must do a ditch-digging job. First, 
it must find the spot where FWD will 
do a better job than other trucks. Sec 
ond, it must then educate the operator 
on the four-wheel drive principle and 
the features of the FWD truck in par 
ticular and how these trucks will re 
duce operating costs. 

Finally, after getting the order and 
making delivery of the truck, adver 
tising fulfills its third function when 
it helps to maintain a favorable r 
tionship between the company and its 
customers. FWD customers e 
FWD’s greatest asset. They pro 
seventy-five per cent of our regulat 
factory production. FWD advertising 
must continue to help sell these ow 
ers. In every step on the road to 4 
sale, advertising plays an import 
part in maintaining FWD’s leaders 


in the four-wheel drive truck indust 
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a credit, by DeSales Harrison, vice- 
ees | pres ident in charge of fountain 

sales, in an address before the Sales 

If Benjamin Wood wants to con- Executives Club here today. Mr 
vince Americans that tea isn’t a Harrison also indicated that 1939 
sissy drink, he should persuade earnings, to be revealed Saturday 
ther to drink the brew as prepared following a directors’ meeting in 


Wilmington, Del., will exceed the 
1928 peak of $25,500,000 

| Mr. Harrison said that 54.5 per 
cent of the 100,000 fountain outlets 
for Coca-Cola use a decalcomania 
sign featuring that beverage No 
less than 94.5 per cent of them use 
a Coca-Cola festoon for back-bar 


for hairy-chested Britishers 


- ve = 

Forty-three million bottles of 
Cobb’s Creek blended whisky have 
been sold since 1935, the advertising 


reports hat bubblir ivulet must 
oye t — ~ - a ; “+ decoration. Service salesmen, who 

» the brook that goes on foreve 
. ” sas are actually fountain engineers 
assigned to help retailers with 

7’? 

refrigeration problems, varied the 
matter with a good | monotony by selling 7,250,000 Coca- 






Cola glasses last year, along with 


nan for our next presi- 
y enough dispensers at $88 to bring 


jent?” demands Elisabeth McGurk - 
Our next pres ry will certainly the two-year figure to 17,000. The 
weal Peas . ai a ~~ | service men discovered that 84.1 per 
,ve cent of the fountains use Coca-Cola 


glasses and 72.7 per cent serve the 
Walter Tild’s problem of locating | drink iced 
st and strayed advertising men 
night be solved by the simple de- 
vice of letting the usually anony- 
mous adsmith sign one piece of copy 
2 year, say on April Fool's Day 
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The FTC indicates that the new 
trade practice rules for the motor 
car trade will prohibit illustrating 
a deluxe model and quoting the 
price on the regular job. They may 
even want the artist to picture 
wheel base within a couple of feet 
f the actual dimension 
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Winner of the highest award in the packaging competition sponsored by the 
American Management Association this year is this conteiner for Bigelow-Sanford 


steir carpet 


(Story on Page 2.) 





Would Make FTC Arbiter 
of All Seals of Approval 





Lemke Bills Make Spe- 
cific Approval Neces- 
sary for Their Use 


Washington, D. C., Feb. 28.—The 
use of any type of seal of approval 
drug, food, cosmetic or thera- 
peutic products would be pro- 
hibited, except when such seal had 
| received the specific approval of the 


| 


two companion bills introduced into 
the Hr Yh Re * bk 


THESE DAYS! 


HAPPENING 


advertisers and pub- 
lishers need have no fear of the 
proposed measure, its author told 
ADVERTISING AGE today. Congress- 
man Lemke said that he believes 
the present FTC Act gives the com- 
mission jurisdiction over seals, that 
his amendment is merely intended 
to clarify the situation, and to pro- 
tect both the public and publishers 
from a threatened plethora of 


Legitimate 


However, fountains account for|Federal Trade Commission, under | meaningless symbols 
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Dies Committee 
‘fo Extend Study of 
Consumer Groups 


| Texan Plans to Question 
| Consumer, Cooperative 
| Representatives 


(For details of the new Chicago 
Bureau of Buyer Information, 
Donald Montgomery's reply to 
Bruce Barton and J. B. Matthews, 
and news of AvverTIsING ACE's 
$1,000 contest for practical plans 
for bringing advertisers and con- 
sumers closer together, see pages 
26 and 27. 


Washington, Feb. 27. — Consumer 
organizations, probably including 
some consumer cooperatives, will 
be called before the Dies Committee 
on un-American activities sometime 
in the near future, if the committee 
chairman, Rep. Martin Dies of 
Texas, has his way 

This was revealed here this week 
when Chairman Dies told Apver- 
TISING AcE that it is his intention to 
have his committee investigate some 
of these organizations to determine 

whether or not they are Com- 
munist-backed or Communist-con- 
} nected groups 

The Texan said that he has “a 
| mass” of information that has come 
| to him suggesting that Commuznistic 
| or other subversive influences are at 
| work in some of these organiza- 
tions, but as yet he has not had an 
| opportunity to ferret through this 
information and bring the most im- 
| portant to the attention of his com- 
mittee. 

He will do so in the near future, 
| however, he said, and it is believed 
| that his committee will accept his 
| Suggestion that representatives of 
| some of these consumer groups be 
|}called before the Congressional 
probers to explain the organization 
| and purposes of their groups 


Refuses Amplification 


Rep. Dies would mention no 
| names nor would he indicate the 
| exact nature of the accusations that 
have been made against these or- 
ganizations. He said he felt that he 
should make no statement until he 
has taken the matter up with his 
| committee 

Since the House recently criti- 
cized his committee for some of its 
procedural practices and some of 
his colleagues on the investigating 
committee belabored him for mak- 
ing decisions and committee state- 
ments without the prior consent of 
a majority of the committee, Mr 
Dies has made it a practice not to 
make positive statements ag to the 
committee’s future program and re- 
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Todd Sells Protection 


The training just described is, of 
course, to a large extent primary. We 
can only hope in these sales training 
schools for new men to equip them with 
the most necessary knowledge. But our 
sales training doesn’t stop there. What 
might be graduate schools are held at 
intervals throughout the country un- 
der the direction of home office execu- 
tives. In these sessions picked men 
who have shown particular aptitude 
are given training in survey selling to 
larger prospects where complece 
knowledge of involved disbursement 
procedures and the use of special 
equipment and unusual and compli- 
cated forms are required. 

Zone managers are not forgotten in 
our education activities. Frequently 
managers from several offices are 
brought to Rochester or to a central 
point convenient to their respective 
territories and are put through an in- 
tensive course, not only in selling, but 
in the proper methods of efficient and 
profitable zone management. 
Advertising and Sales Promotion 

Supplementing the work of our rep- 
resentatives, both here and abroad, the 
advertising and sales promotional de- 
partment provides a constant flow of 
canvassing pieces and direct mail ma- 
terial as well as a continuous campaign 
in banking and financial journals and 
national publications. 

While each of the sales managers of 
our three divisions is charged with the 
responsibility of sales promotion in his 
own department, it is the function of 
the advertising and sales promotion de- 
partment to develop and promote pro- 
motional activities originating in the 
various departments, as well as to be 
generally responsible for all activity in 
this direction. By far, the greater part 
of our appropriation is expended in the 
production and distribution of direct 
mail and canvassing material. Mail 
campaigns are not broadcast, but are 
sent at the request of salesmen to defi- 
nite prospects 

The campaigns consist of personal- 
ized letters, folders descriptive of our 
products and services, as well as mate- 
rial which features the prevalence of 
check fraud. We know that the aver- 
age business man is not acquainted 
with the hazard which exists today for 
those who do not use the proper pre- 
cautions in transmitting funds by 


check. The reasons for this general 





attitude are probably due to the opti- 
mistic view which most of us possess. 
Although we know unfortunate things 
happen to other people, it is almost 
always true that we refuse to allow 
our thoughts to dwell on the possi- 
bility of personal misfortunes. 

Another reason why the average 
man doesn’t think as often as he 
should about the risk he runs when he 
takes chances with his checks, is that 
so little publicity, comparatively 
speaking, is given to check frauds. 
There isn’t anything very dramatic 
about a trusted employe forging his 
employer’s checks, an unknown 
stranger getting hold of a genuine 
check and raising it, or a gang of 
check counterfeiters victimizing the 
merchants and banks of a community. 
No sirens blow, no fire engines, am- 
bulances and police cars dash madly 
up the street, and the news photog- 
rapher usually doesn’t get a chance 
to make any attention-getting pic- 
tures, but the loss is there just the 
same—often a greater loss than re- 
sulted from the fire or hold-up which 
covered the front page. 

Therefore, we subscribe to clipping 
services and search continually for 
stories, published or unpublished of 
check fraud losses, and use these in 
our direct mail and canvassing mate- 
rial to bring home to our prospects 
the seriousness of the risks they run. 

Although The Todd Company has 
come a long way from the little work 
shop where George W. and Libanus M. 
Todd built the first Protectograph, 
and its business has changed to the 
extent that the speed and efficiency of 
its equipment are vital factors, it still 
adheres to the fundamental principk 
of protection first, which has made its 
products the accepted standard in 
guarding the bank accounts of the 
world since 1899. 


G-E to Sell Big Units 
Direct to Specialists 

Recognizing the inherent difference 
tween “packaged” products and “eng 
neering” equipment, central plant air « 
ditioning and _ industrial  refrigerati 
equipment built by General Electric Cor 
pany in capacities of over five tons, W 
henceforth be sold direct to authoriz 
ontractors. This change was necessary 
was felt, because engineering and install 


tion of central plant air conditioning 


hy 


industrial refrigeration jobs requires 

7 - > 
ialized facilities which in many cases 
ot be profitably maintained by distri! 


tors ot packaged v ods Authorized C 
ractors together with engineers and ar 

, 7 | 
tects, will henceforth assume all app! 


tion engineering and installation functi 
Samuel Martin, Jr., has been appoint 
to head the newly created contractor 
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ooks 


New editions of particular interest to 
advertising and marketing executives 








Size Selection Simplified 


Designed for the use of printers, de 
signers and advertising men as an easy 
to-use reference book, “Size Selection Sim 
plified’ gives a wide choice of “pre 
hecked™ sizes for various kinds of print 
ng jobs, envelope information keyed to 


these printing jobs, and other size data 
needed for planning and producing print 
g, such as flat sheet sizes and press 


pecifiications 
The book will be found valuable as a 


heck for stock requirements and imposi 
tions, to plan combination or gang runs, 
ind to determine which press will print a 


It gives de 


particular job most efhciently 


igners, advertising men and buyers olf 
printing hundreds of efficient sizes trom 
which they can choose with to avoid waste, 
stly delays, and difficulties in produc 


The book contains sixty-four pages with 
harts, tables, diagrams and text arranged 
nd indexed so that data needed for any 
particular job can be easily found The 
page size is 8'14x11 inches; pages are 
yound in a special loose-leaf binder so 
that future additional references can be 
nserted. Published by W. J. Blackburn, 

need 


New York Price, $12.75 


Copy Testing 

Designed to increase the effectiveness 
of advertising practices, the Advertising 
Research Foundation has prepaerd a study 
n “Copy Testing’ which endeavors to 
how an unbiased gauge of copy testing 
rocedure; how to test a minimum of er- 
yr; and how to interpret results with a 
maximum of accuracy. Its contents consists 

major copy testing methods; controlled 
pinion tests for general effectiveness and 
for credibility or belief; recognition and 
dentification tests; the recall tests; in- 
juiry and coupon tests; sales tests; and 
e determination of the sample. Pub- 
shed by The Ronald Press Company, 
New York. Price $3.00 


Advertising Layouts 
Published as a practical guide and idea- 


timulator for all those interested in creat- 
g advertising layouts, “Advertising Lay- 


ts’ by George Morgan, Jr., is full of 
eas that can be used in preparing ad- 
rtisements, folders, broadsides, and cata- 

Published by George Morgan, Jr., 


San Francisco, Calif. $2.00 


ONTINUED FROM PAGE 75 | 


Letters to the Editor 


uuble on this point—but don’t be 

) sure. 
Then there are several other factors, 
h as the agent’s financial ability to 
er his territory, checking to make 
e he does cover that territory. The 
de he calls on and his standing with 
buyers, how long he has been 
established in his present territory— 


to mention a few points. 


What I started to point out was the 
importance of building your sales force 
with manufacturers’ agents who have 
been properly selected and my belief 
that Mr. Blank, President of Blank & 
Company—in spite of the talk he had 
with the man at the club—did not 
have the right idea or plan. 


I hope that these rather rambling 
suggestions will be of some value to 
you and your readers. I can not close 
without saying that I think Inpus- 
TRIAL MARKETING offers more real, 
information 


down-to-earth, useable 


than any of the so-called marketing 


publications. More power to your good 


right arm (unless you are left 


handed). 
W. A. ALLEN, 


Sales Consultant, New Haven, Conn. 


Fauster Makes Change 


Carl U. Fauster, formerly manager of 
media, and account executive since 1935, 
United States Advertising Corporation, 
has joined the advertising division, Owens 
Illinois Glass Company and will handle 
the advertising and merchandising for the 
Libbey Glass Company, a subsidiary. Mr 
Fauster served as assistant to the advertis 
ing manager of Owens-Illinois for five 


years prior to 1935 








INTERNACIONAL 


is doing a good job for 


ATLAS IMPERIAL DIESEL ENGINE CO. 





in helping to develop sales in the Spanish- 
reading countries of the world, and the fol- 
lowing letter just sent to INGENIERIA INTER- 
NACIONAL by ATLAS IMPERIAL DIESEL 
ENGINE CO. reveals an interesting side- 


Me oc 


66 You will no doubt recall our discussion some time ago in 
regard to the results to be attained from a Spanish lan- 
guage paper circulating in a Portuguese speaking country 

If you had not already convinced us that 

this presented no obstacles we most certainly should have 

been convinced this morning, as we have just received a 

letter from Portuguese East Africa from a concern seeking 

our representation in that territory. 


such as Brazil. 


prove interesting to you. 


x * * 


Is your company going after business in the Spanish-reading 
INGENIERIA INTERNACIONAL can help you! 


INGENIERIA 


INTERNACIONAL 


A *B. P. I. C. Specialized Export Magazine, Established in 1919. 


markets? 


Published by 
*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., and Chilton Company, Inc.) 


330 WEST 42ND STREET, NEW YORK CITY 
BRANCH OFFICES—I6 So. Broad Street, Philadelphia; 1427 Statler Bldg., Park Square, Boston; 
Hanna Bidg., Cleveland; 520 N. Michigan Ave., Chicago; General Motors Bldg., Detroit; 68 Post St., 
San Francisco; 517 North Beachwood Drive, Los Angeles; |105 Rhodes-Haverty Bidg., Atlanta, Ga. 
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DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 
We Clip Magazines— 
some 3,000 of them in all these 


fields—promptly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 


















Recreation 
Or Relaxation 
Choose the Chelsea 


Here you will find everything to further your 
comfort and enjoyment — outside ocean-view 






















O rooms ... sun deck . . . beautiful dining 
room at the ocean s edge superb cuisine 

4+. varied sports . and entertainment. 
You'll like your fellow quests . and the 

ta gy delightfully friendly atmosphere 

I .38 of The Chelsea 

- < 

z = SPECIAL 

re) WEEKLY 2 ; 

~ ofeates See bacask 

=x < at ah 

Do ATLANTIC CITY 

Mle oe ween + 6 CHETAN VERS + AAN 4 een 





i.. 


SS 





DUCTS 





Wood Products advertisers know that 
their advertising investment is the best 
productive insurance on the market. 


[CONTINUED FROM PAGE 17] 


Designing the Catalog 


information to make a decision on a 
choice of several methods of handling. 
These questions covered such things 
as the identification of the Westing- 
house name on the cover, method of 
indexing, whether or not weights u1 
dimensions were necessary, etc. Some 
of the answers could be obtained from 
discussion and others by observation. 

The calls on industrial electrical 
contractors were made alone. No ad- 
vance dates or introductions were 
made. The results gave some very 
frank expressions of opinion. The first 
thing we discovered was that panel- 
boards, one of the product lines cov- 
ered in the catalog, was the item of 
number one interest to the electrical 
contractor. It was the one portion 
of the catalog that every contractor 
turned to first. 

Steps have been taken to simplify 
the information on these panelboards 
and many constructive suggestions 
were received to complete the job. 
Each time a call was made, a record 
was made on a mimeographed sheet 
with the questions on which the con- 
clusions of that particular district 
were then recorded. This was done be- 
cause it was found that after several 
interviews it was difficult to keep the 
reactions of the various individuals 
straight. 

Since the complete catalog had been 
prepared in layout form, it was possi- 
ble to test and check in advance every 
single page of this sixty-page catalog. 
This is not a method that is recom- 
mended for any and every publication 
because it is fairly expensive to go to 
such a complete layout job. How- 
ever, in this instance the impression 


— 











Publication office, 431 South Dearborn St., Chicago, Ill. New York office, 152 W. 42nd St.; 
Phone Wis. 7-9043. New England office, 1501 Beacon St., Brookline, Mass.; Phone Aspinwall 8480. 
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Westinghouse 
Quick Selector 





vot. 100.1 
OCTOBER 
19339 


—— — 














Cover of the newly devised Westinghouse 
Quick Selector. Apparatus is grouped in 
sections under the six simple headings 


of the first issue of this Quick Selec 
tor was considered important and, 
therefore, it was well worth catching 
the majority of the suggestions and 
corrections before it was set in type. 
As a result, there are only minor 
changes and revisions to be made in 
the next edition. This means that al- 
though the cost of preparing the first 
edition was a little higher because of 
this complete layout treatment, con- 
siderable savings will be effected by 
the few changes that will be necessary 
in subsequent issues. 

Mailing was made by distributors 
over their own mailing lists. All cata 
logs were imprinted on the front with 
the name, address, and telephone num 
ber of the distributor. In addition, an 
order and inquiry form of the self 
mailing type was included in each 
mailing envelope. The introduction ot 
the catalog itself was backed by a 
sales and salesmen’s educational pro 
gram so that it could be put to work 
for best results. 

The reception given it by the West 
inghouse distributors and contractors 
was agreeably surprising. We had 
made a very liberal estimate of our re 
quirements of this catalog, keeping 
mind the need for the expansion o! 
mailing lists. As it finally worked out 
it was necessary for us to print just 
about twice the quantity original!) 
planned for. 


Changes at York Ice 

The York Ice Machinery Corporat 
has appointed John R. Hertzler, form: 
general representative, as general 
manager, and Ralph B. Meisenheld 
formerly assistant to the general sales n 
ager, has been made assistant to the pr 
dent 
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CONTINUED FROM PAGE 29] 


Trade Agreements 


our obvious national advantage, as 
subsequent events have emphasized. 
It is my contention that under the 
present Trade Agreements policy not 
only the Senate but the House as well, 
have an opportunity every three years 
to give or withhold approval, to cri- 
ticize constructively what has been 
done and to chart the course for fu- 
ture negotiations, secure in the knowl- 
edge that if once an agreement which 
s really harmful is entered into, the 
wuthority to negotiate can be revoked. 
Beyond that Congress is better out of 
tariff matters. The plea that the Con- 
stitution specifically charges Congress 
to deal with commerce and taxes, and 
thus by implication with tariffs, seems 
to me to be far-fetched—it has dele- 
gated far less complex and more fun- 
damental powers to others, without 
devastating effect on its prestige or its 
prerogatives. 

Even if the Trade Agreements pro- 
gram has done no more to help sell 
goods than its more reasonable op- 
ponents will grudgingly admit, this is 
© time to change a national policy 


which impinges on our broader rela- 
tions with other countries. I do not 
anticipate that it will be possible to 
undertake many new negotiations un- 
der present world conditions, if indeed 
we are not forced to alter some of the 


The flexi- 


bility of the program is one of its ad- 


igreements already made. 


vantages. Moreover, I can foresee con- 
ditions at the war’s end under which 
[ would be among the first to advo- 
cate not only a discontinuance of our 
present policy, but even higher tariff 
rates throughout every schedule. But 
to end a liberal policy now would re- 
emphasize what was said of us in 1922 
and again in 1930—that we always 
show the way along the path of isola- 
tion to the rest of the world. To point 
that way now can only result in shut- 

us out of all consideration when 
Peace time readjustment takes place, 
i contingency not at all remote, that 
might cost us untold billions. 

d here is one fact that I want 


to int Out at every opportunity— 
our share of world business will be 
lay after the war than it was be- 


tore, provided we build soundly and 
conservatively. Our ; 
wo trade in manufactured articles, 


percentage of 


9 needs ‘ : 
192 1938, was larger than it was in 


‘700-1914, In other words, United 


States manufacturers held much of 
what they gained during the last war, 
and they'll do so again if they build 
on a long-time rather than an oppor- 
tunist basis. 

There are many who, starry-eyed, 
feel that the mission of the United 
States is to dissipate its wealth in im- 
practical schemes of uplift for the 
benefit of the whole world. I am not 
one of them. But because I have seen 
with my own eyes what we can do, at 
slight expense, to help others to help 
themselves as we have done in the case 
of roads in Latin America, that is the 
reason I am so eager that we should 


HEATING &—> 
VENTILATING 


is edited for technical 
specialists, for profes- 
sional and practical 
engineers who specify 
and buy the equipment 
and materials for the 
air conditioning, heat- 
ing and ventilating in- 
dustry. 
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maintain our Trade Agreements policy 
by means of which we can deal simi- 
larly with all 
again, to their 


nations when peace 


comes once great 


benefit and ours. 


French Gets Curtis 


The Curtis Manufacturing Company, 
St Louis, manufacturers of automotive 
and industrial equipment, has placed its 
advertising account with Oakleigh R 
French and Associates of that city 


Terbeek Promoted 


Howard Terbeek, formerly assistant ad 
vertising manager, Pump _ Engineering 
Service Corporation, Cleveland, has been 
appointed advertising manager 


HEATING & VENTILATING 
is devoted exclusively 
to the design. installa- 
tion and modernization 
problems of the engi- 
neers and practical 
experts in the air con- 
ro Fh dtodaliale Malet Lilal Malate 


ventilating field. 


HEATING &—> 
VENTILATING 


AIR CONDITIONING 
148 LAFAYETTE STREET 
NEW YORK, N. Y. 
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to Contact the 
Coal 


Industry— 
Do it through 
Its Accepted 
Medium 








NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bidg. 


For more than S50 years the lead- 
ing journal of the coal industry 


ES NOW 
is the time 














LEADING THE TELEPHONE 
FIELD 


On July Be 1940, 
ENGINEER will be 


a-month—on the Ist and 


TELEPHONE 
published twice- 
15th 


This marks another milestone in the 
growth of TELEPHONE ENGINEER 


to its rightful place as leading publi 
cation in the telephone industry 


LARGER CIRCULATION 


Write for 


TELEPHONE ENGINEER 


7720 Sheridan Road 


latest statement 


Chicago 












@ Complete coverage 
of current and back 
issues of trade papers 





and general magazines 


“Using 
for editorial and adver- Trade Paper 
P Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 





Milestones 


in Publishing 


Fluorescent inks which glow under ultra- 








violet were used for the first time in the 
history of magazine publication in the 
February National Sign Journal, which 


carried a double-page supplement printed 
with fluorescent inks. The pages pre 
sented reproductions of drawings made in 
the art departments of several neon com- 
panies for use in selling neon installations 
When pages are exposed to black 
light equipment, the illustrations emanate 
light in full colors. This method of mak- 
ing sketches is designed so that sign com 
panies may give prospective sign pur 
chasers a true idea of what the completed 


these 


illuminated display will look like after 
dark 

Fluorescent paints are beginning to find 
large use in many fields. The manufac 
turers of the fluorescent paints and inks 


who collaborated with the Journal in this 
startling new feature have made extensive 
arrangements with power companies, sup- 


ply houses, etc., to provide available 
sources of black light so that readers may 
experience the sensation of seeing these 
sketches illuminate 

[he insert was lithographed by Con 
tinental Lithograph Corporation, Cleve 
land, by the Conti-Glo process 

« 

Modern Brewer, published by Conover 

Mast Corporation, New York, has been 


sold to Brewery Age Publishing Company, 
Chicago. The publication will be known 
as Modern Brewery Age commencing with 


the March issue. Joseph Mehr, formerly 
national advertising manager, Modern 
Bre we? has joined the Brewery Age Pub- 


lishing Company as vice-president. Allen 
E Beach, formerly editor of 
Modern Brewer, will retain the same posi 
tion on the new publication. Both will 


make their rs in New York for 


tl © pre sent 


manager 


[ eadquarte 


Hardware Today, a new products style 
publication in three-column newspaper 
format, has been launched by the National 
Research Bureau, Inc., Chicago. William 
He Wood is publisher, and David R. Wat 

McGraw-Hill Publish 


hy 


formerly with 
Company, is vice-president and pub- 
lishing director. John R. Hazard, identi- 
fed with the publishing business for the 
past thirty years, is editor. Bob Mertz 
long afhliated with the trade paper field, 
has been made Eastern advertising man- 
uger, and E. C. Sullivan has been ap 


inted Western manager 








SAVE MONEY with 


Thousands of business organizations are 

saving money by using the Vari-Typer . . - 
the compesing Type Writer with change- 
able faces and spaces. This office machine 
reduces composition and printing costs for 
forms, bulletins, booklets, catalogs, folders, 
ete. Investigate the savings possible in your 


business. 






WRITE TODAY fer new 
demonstration portfolio 
“How You Can Save Money 
With VARI-TYPER” .. . with 
actual samples of work pro- 
duced. 


RALPH C. COXHEAD CORPORATION 


Manufacturers of Vari-Typer 
- 


333 Sixth Ave. 


New York, N. Y. 








The twelfth annual edition of the Pack 
aging Catalog was published last mont! 
containing thirteen separate sectional clas 
sifications covering every phase and aspect 
of packaging in non-technical language 
planned to aid the packager confronte< 
with any problem of design, merchandis 
ing, production or shipping. A new divi 
sion introduced in the design section « 
the 1940 edition devoted to packag 


and the law as a guide fer complian 

with both federal and state regulati 
concerning packaging 
e 

Sheet Metal Worker issued its sixty 


sixth anniversary number in January 
feature of the issue was a directory 
manufacturers of equipment in the she 


metal, heating and air conditioning ind 
tries 
* 
Marking its fiftieth year of service 
the educational field, American Sch 


Board Journal for March is its golden a: 
niversary number, published under tl 


personal direction of William Geor 
Bruce, founder and editor 
a 

The $10 subscription price of Traff 
World, in effect since the founding of tl 
publication in 1907, will be increased 
$15 dollars effective with the March 
issue. The change was found necessar 


because of expanded service and hig 


costs 


New Westinghouse Campaign 


A special campaign on Westinghous 
electric drives for Diesel railroad equiy 
ment will shortly be launched by the 
Westinghouse Electric & Mfg. Compar 
The program includes thirteen spreads 3 in 
Railway Age and six spreads in Rail: 
Electrical Engineer Fuller & Smith @ 
Ross, Inc., Cleveland, is in charge 


Kodachrome Reproductions 
Feature Cyanamid Ads 


March issues of mining 
spreads of Ameri 
Cyanamid Company, Mining Chemicals 
Division, featured by brilliant full col 
reproductions of photomicrographs of mu 
erals made direct from Kodachrome nega 
McMahon, Incorporated 


handles the 


February and 
journals carried 


tives James J 


New York 


account 


agency, 


Copperweld Steel 
Appoints Williams 


Sidney D. Williams, formerly dir 
of sales, Timken Steel and Tube Divis 
Timken Roller Bearing Company, Cant 
©O., has been appointed vice-president 
charge of sales for the steel division o! 
the Copperweld Steel Company at \ 
ren, O 


r 


Scully Signal Appoints 


The Scully Signal Company, Cambr 
Mass., has appointed J. W. Pepper, 
New York, to handle its advertising 
Thomas J. Bumford is account exe 


FORTUNE 





Sometimes fortunes are made over night, bu! the 
best ones and those that last longest are _ 
c 


the hard way in a good sound business. Yo 
make good profits selling to the milk proc: sing 


Milk Plant Sarat 


try. Ask us for the real 

A down on this field. 
327 So. LaSalle Street 
CHICAGO, it. 
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MILLING AND ADVERTISING TO BUSINESS AND INDUSTRY] 








7 APRIL 1940 Building Sales Visuals and 


Ge'ting them Used Effectively « Why Fruehauf Adver- 
- }tisng is Successful « A Case Study in Marketing 
3 Re earch « The Purchasing Agent Factor in Marketing 
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The 


RIGHT 


Combination 


‘ 
ag « Pomeeners tery NET 


dict ENEENE a 
a ae 





PENING the combination lock guarding valuables is not unlike 


development of suce essful ( hannels to sales se a both Cases, 


a full understanding of the proper approach and technique 


is important. 


Macuineé Destcn with its broad coverage of men responsible for 
design and development of machines of all kinds—*“from Wrist- 
watches to Locomotives”’—can gain entrance for your sales mes 
sage into the most secluded and closely guarded workrooms where 


parts, materials, methods and finishes are being decided upon. 


Design executives. chief engineers and designers are always look 
ing for information on new products . .. new methods of doing 
things. MAcuine Desicn gives them exactly the type of technical 
material they want. Its advertisements give them information on 
sources of supply. From the two, they keep up-to-the-minute on new 


developments, new applications and new ideas. 


Your advertisement in MACHINE DESIGN is a sales message that 
reaches the original specifiers of all kinds of parts, materials, methods 
and finishes. It reaches them when they are receptive. And ut reaches 


them in their own publication speaking their own language 


May we tell you more about this simple, logical way to rea h your 


primary market 


MACHINE DESIGN 


Penton Publication 


110 E. 42nd Street Penton Building 520 N. Michigan Ave 
NEW YORK CLEVELAND CHICAGO 
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